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ABSTRACT 
  
The MICE (Meetings, Incentives, Conventions and Exhibitions) sector has been recognised by the 
Thai government as one of the major sources of national revenue and a catalyst to a renewal of the 
Thai economy. In addition to the general growth that is witnessed in the Thai MICE industry, there is 
substantial growth within the Islamic MICE market, supported by more general increases in the 
number of domestic and international Muslim tourists in Thailand. However, Thailand is officially a 
Buddhist country and Thai identity is based on the main religion of the nation. That said, Muslims are 
regarded as a significant and growing ethnic group, especially in Southern Thailand. 
 
More than 80% of Muslim Thais live in the south of the country, and approximately one-third of Thai 
southerners are Muslims. Given the MICE industry in the south of the country has been developed in 
order to increase tourist demand, both domestic and foreign, and part of this demand comes from 
Muslim travellers, it is notable that there is still a great lack of understanding about Islamic practices 
in the industry. There is also a severe shortage of services and facilities for halal-conscious customers 
in venues. The MICE sector is currently facing the challenge of diversity because it is expected to 
provide amenities with options for a variety of customers to observe their religious obligations when 
attending meetings and events. Further, from an academic perspective, little is known about the area 
of halal hospitality in the MICE context, either from the perspective of staff or clients, of researching 
the choices staff make when catering for Muslim customers, and of the views of this group of 
clientele during their trips. This has made it difficult to understand the needs of this growing sector 
and how improvements can be made to the provision of services that reflect Islamic principles. 
 
In order to address these issues, this thesis first examines awareness of Islamic beliefs and practices, 
Muslim-friendly service provision in MICE, and religious diversity in the workplace. Second, the 
thesis is concerned about the growing demand of Muslim customers and how their specific 
requirements may not blend with Thai identity and existing hospitality services. From within this 
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context, the aim of this thesis is to examine the influence of Islam on hospitality and customer service 
in the MICE industry in Southern Thailand. 
 
The study has been positioned within a mixed-method approach, with both quantitative and 
qualitative data collection methods being incorporated into researcher-administered interviews with 
MICE staff and clientele in Southern Thailand. Since the aim of this study is to identify the specific 
requirements of Muslim customers in regard to services provided by the MICE industry, the 
researcher conducted face-to-face interviews with 62 participants from MICE staff, including 18 
Buddhist and 44 Muslim staff. Interviews were also conducted with 62 Muslim customers, both 
domestic and international. All of these 124 interviews were carried out in three of the largest MICE 
venues in Southern Thailand (Songkhla, Krabi and Phuket). With respect to data analysis, the close-
ended questions were analysed using the computer program Statistical Product and Service Solutions 
(SPSS, Version 20.0), whereas the qualitative data from open-ended interview questions were 
analysed using both manual coding and NVivo software program (Version 12 Mac). The demographic 
data obtained through quantitative questioning was used to compare the results across key variables 
such as nationality and gender. An analysis of both staff and clients was performed by attempting to 
group the key issues in different ways and looking for similarities and differences between key 
themes. As this study incorporated qualitative data, thematic analysis was also used. 
 
The findings reveal that although Islam is an important force in the lives of the Muslim staff and 
customers interviewed for this study, there are varying degrees of Islamic religiosity, which influence 
expectations for and understandings of Islamic hospitality services and facilities. While understanding 
also varied amongst Buddhist staff, generally the significance of Islam to Muslim colleagues and 
clients’ lives was well recognised and respected. Opinions were varied though as to how well the 
industry could accommodate a range of Muslim-friendly services. With regard to client needs, it was 
clear that Muslim participants who had travelled from overseas were, in general, far less demanding 
than local Muslims, and it was interesting to note that it was the local female participants who had the 
highest expectations for Muslim-friendly services. On this basis, it seems that local Muslims may 
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have been influenced by their positioning as a minority in Thailand and wanting to create an 
environment which is visibly Islamic. On the other hand, visitors to Thailand, knowing it is not a 
Muslim country, were perhaps happier to accept a change of environment and the differences that 
comes with that. On this basis, it appears that if halal amenities were provided, MICE venues in 
Southern Thailand would become more attractive to local Muslims who, on the surface, appear to be 
more religious and less tolerant than the international Muslim participants. However, this might also 
risk removing the distinctly ‘Thai’ markers that international tourists seek and enjoy.  
 
This is a pioneering study in the discussion of the perspectives of both MICE staff and Muslim 
customers in Southern Thailand. This study makes a contribution in exploring the awareness of 
Islamic principles, and the perceptions of the halal amenities provided to accommodate Muslims in 
the MICE industry. The research sheds light on Muslim customers’ assessments of venues and 
whether they feel that their religious values and principles are respected, including the impact of 
Islamic requirements on the MICE industry. The research provides recommendations for policy 
makers, academics, and MICE venues on how to improve their practice. 
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CHAPTER 1 
INTRODUCTION 
  
1.1 Research case: Introducing MICE 
 
The Meetings, Incentives, Conventions and Exhibitions (MICE) industry is one of the fastest growing 
sectors of the tourism industry worldwide (Hsieh 2013; Chandra 2014; Lim & Zhu 2018). With the 
hosting of large-scale events and construction of ‘mega’ venues acting as a precursor to the 
contemporary MICE industry, it is increasingly recognised for attracting lucrative direct and indirect 
revenue for host destinations (Tang 2014). Today the MICE industry consists of various components, 
such as meetings, seminars, incentive travel, conventions, conferences, trade shows and exhibitions. 
Furthermore, its activities involve many different tourism and hospitality service providers, including 
transport, pre- and post-conference touring, purpose-built convention centres, exhibition facilities, 
hotels and catering, and audio-visual services (Oda 2012). However, with ongoing expansion of 
MICE infrastructure and increased numbers of stakeholders, the MICE industry has become more 
complex. Subsequently, the challenges presented by customer and staff interactions in the industry 
have also increased. 
 
Despite its enduring nature, there is no single accepted and unambiguous definition for MICE 
tourism. While the acronym ‘MICE’ is used in many countries around the world, including Thailand, 
which is the focus of this thesis, the phrase ‘business tourism’ is commonly employed in Europe as 
the accepted generic label (Thailand Convention & Exhibition Bureau (TCEB) 2017). In Australia, 
the industry has adopted the term ‘business events’ to describe its focus, while Canada, on the other 
hand, uses MC&IT: meetings, conventions, and incentive travel (Rogers 2008). Irrespective of the 
term that is employed, MICE “is known for its extensive planning and demanding clientele” (WTO 
2012b, p. 46). The common focus for all MICE venues is to attract large groups who usually plan well 
in advance and have extremely high expectations of the venue. Although demanding clientele are 
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common to a number of tourism and hospitality sectors (Gursoy, Saayman & Sotiriadis 2015), in the 
case of MICE (WTO 2012b) such customers typically spend three times more than individual tourists 
and each conference or event booking may involve between one hundred and one thousand guests.  
 
1.1.1 MICE in Thailand 
 
The early development of the MICE industry in Thailand has not been well documented (Akkhaphin 
2016). It was only in 1977 that the International Convention Division (ICD) of the Tourism Authority 
of Thailand (TAT) was established. This can be regarded as the starting point for recognising the 
importance of international conventions in Thailand (TCEB 2014c). As MICE is a substantial source 
of revenue for various members of the tourism and hospitality industries, such as hotel and restaurant 
sectors, various government bodies have played a key role in attracting more MICE travellers to the 
country (Akkhaphin 2016). In 1984, the government and private sectors jointly established the 
Thailand Incentive and Convention Association (TICA) as a means of aiding the growth of Thailand 
as a preferred destination for the MICE sector (TCEB 2008a). With an aim to become the ‘Tourism 
Capital of Asia’ by 2006, Thailand invested heavily in promoting MICE businesses (TCEB 2013b, 
2013c) and turning popular tourist destinations, such as Phuket, into MICE business centres 
(Campiranon 2006; TCEB 2013a). Moreover, a number of additional improvements in the early 
2000s, such as an expanded and improved internal infrastructure, have also contributed to Thailand’s 
importance as a MICE destination (Rogers 2008). MICE is currently Thailand’s second-fastest 
growing sector (Hua & Batra 2015), in one of the country’s most prominent industries (Sangpikul & 
Kim 2009; Kim, Yoon & Kim 2011; TCEB 2018).  
 
Thai MICE businesses have gained popularity for a number of reasons. These include the fact that 
Thailand has unique geographical surroundings and a wide array of traditional cultures (TCEB 
2014c), is perceived as providing a safe and hospitable environment, and very good value for money, 
as well as providing comfortable accessibility (Rogers 2008). Another of the contributing factors to 
the substantial growth of the MICE industry in Thailand is the country’s location, situated in the heart 
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of Southeast Asia (Campiranon 2006; Andrews & Siengthai 2009). Since 2003 Thailand has been 
listed as one of the top five countries for MICE business in ASEAN states (Akkhaphin 2016), 
however, it has been ranked as the top destination among MICE visitors from 20 countries (TCEB 
2018). 
 
Since the MICE sector has been recognised by the Thai government as one of the major sources of 
national revenue and a catalyst to a renewal of the Thai economy, TCEB has invested heavily in the 
sector. In 2017, as part of Thailand’s 12th National Economic and Social Development Plan, TCEB 
announced government funding of 16 million US dollars for the business tourism sector (TCEB 
2017). This investment appears to have paid off. Along with growth in global and Thai tourism 
generally, in the 2016 fiscal year the MICE industry fared better than it did in the previous year, with 
the number of overseas MICE delegates in Thailand recorded at 1,273,465, an increase of 16.19% 
over the 2015 figure of 1,095,995 (Thammasat University Research and Consultancy Institute (TU-
RAC) 2016). Generated revenue was estimated at 3,075.47 million US dollars, approximately 29.78% 
higher than the 2,933.40 million US dollars recorded in the year 2015. Furthermore, spending per 
head of MICE travellers to Thailand in the year 2016 rose in all sub-sectors: corporate meetings 
increased by 34.42%, incentives by 17.84%, conventions by 5.59%, exhibitions by 22.64%, and trade 
visitors by 7.66% (TU-RAC 2016).  
 
In addition to the general growth that is witnessed in the Thai MICE industry, there is substantial 
growth within the Islamic MICE market, supported by more general increases in the number of 
domestic and international Muslim tourists in Thailand (Suwanvijit 2015). It was recently reported 
that in addition to the 5.8 million Thais who are Muslim (Sateemae, Abdel-Monem & Sateemae 
2015), more than 25,600 tourists from Middle Eastern countries arrived in Thailand during 2013 
(TCEB 2015). In addition, in 2013 Thailand also received more than 139,000 tourists from Malaysia, 
and approximately 74,212 from Indonesia (The Halal Science Center, Chulalongkorn University 
2013). While not all of these individuals were likely Muslim, further statistics show that Muslim 
tourist arrivals in 2013 rose to nearly 250,000 compared to about 180,000 in 2012 (Chookaew et al. 
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2015). Such increases are not surprising given that nearly 1.64 billion of the world's population (or 
one in five people globally) identify as Muslim (Zamani-Farahani & Henderson 2010) and that Islam 
is estimated to be the second largest religion in the globe after Christianity at 2.17 billion (Muhamad 
& Mizerski 2013; Walberg 2013; Samori & Rahman 2013a). 
 
Taking into account a number of socio-political factors, growth in the Islamic tourism market is 
predicted to continue (Amornvivat et al. 2016). First, it is predicted that by 2030 the global Muslim 
population will have exceeded 2.25 billion, or 26.37% of the world's total projected population of 
8.31 billion (Temporal 2011) and that Islam is projected to be the world’s largest religion by 2023 
(Aziz et al. 2016). On this basis alone, Duman (2011) and Stephenson (2014) emphasise that Muslim 
tourists will continue to make up one of the fastest growing tourism markets around the world. 
Second, Thailand is currently ranked fourth in overseas halal-tourism receipts (8 billion US dollars) 
and eighteenth in foreign Muslim tourist arrivals (1.3% of world total arrivals), with around three 
million Muslim leisure tourists expected to visit the country in 2016 (Mansouri 2014). Although not 
everything in Thailand is halal, which is defined as being part of Islamic principles, covering 
permissible behaviour, speech, dress, conduct, manner and dietary practices (Karkkainen 2013), the 
large population of Muslim Thais and growing number of international Muslim travellers has resulted 
in renewed efforts to cater to the requirements of this group. Perhaps as a result of these efforts, 
Thailand, alongside Singapore, is popularly recognised as the second destination of choice of non-
Muslim countries by the Muslim tourist market (Mastercard & CrescentRating 2016). However, after 
the 2015 ASEAN Economic Community (AEC) integration takes effect (Batra 2016), roughly 46% of 
the 650 million people residing in the ten ASEAN countries will be Muslim. Thailand is thus 
projecting even stronger growth in visitors from Muslim countries like Indonesia and Malaysia after 
the integration of ASEAN countries (TU-RAC 2016). Given the anticipated increase in business 
travellers from the Muslim world and the prospect of increased intra-regional tourism after AEC 
integration, this is a huge market to be tapped by Thai businesses, and the Thai-Muslim community in 
particular (TCEB 2017).  
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The focus of this thesis is on the MICE industry in Southern Thailand and the extent to which it caters 
to the Muslim MICE market. It is apparent that MICE is a growing segment in the Thai tourism 
industry and economy, and Muslim tourists are viewed as one of the most crucial traveller markets 
within the tourism sector of the country. In terms of MICE tourism specifically, in 2016 MICE 
attracted nearly one million Islamic attendees, which was an increase of 65.43% from 2013 (TCEB 
2016). Indeed, TCEB (2016) indicates that Muslim business travellers are increasingly significant to 
the MICE industry. However, this large Muslim market is relatively unexplored as a target segment in 
the MICE industry. Although the MICE industry has embraced an expanding global economy and 
increased its sourcing of new customers and employees over recent decades (Banu 2016), the sector 
has been largely under-researched, especially in the area of Islamic tourism (Altareri 2016). 
 
The MICE industry in Thailand, a predominantly Buddhist nation, is currently facing the challenge of 
diversity because it is expected to provide amenities with options for a variety of customers to observe 
their religious obligations when attending a meeting or an event. Further, as Muslim-friendly service 
has emerged as a new trend in the MICE industry, there is a lack of theoretical studies in the area of 
halal hospitality amenity in the MICE context, researching the choices staff make when catering for 
Muslim customers and the views of this group of clientele during their event. This makes it difficult to 
understand Muslim requirements and what is needed to improve services to reflect Islamic principles 
as the MICE industry develops in Thailand. The focus of this study is to recognise the growing 
number of Muslim clientele worldwide for the MICE industry in Thailand, and to investigate how 
focus should be given to improving current services and facilities which comply with Islamic 
principles. 
 
1.1.2 MICE in Southern Thailand and the growth in the Islamic market 
 
While all of Thailand stands to benefit from growth in the Muslim MICE market in Thailand, 
Southern Thailand in particular is well positioned to cater to this demand. About 24.5% of the 
population in Southern Thailand is Muslim, making Muslims the largest indigenous minority group in 
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the country (Keyes 1993; Anderson 2010). Subsequently, the area is known for “cultural complexity 
and ethnic diversity” (Horstmann 2004, p. 76), and in the last two decades it has experienced 
significant tourism and trade growth across national borders (Hamilton 2008; Boonyauva 2014). This 
is largely due to its proximity to Malaysia, which as will be discussed below, serves as a gateway to 
other Muslim countries, including Indonesia and Brunei (see Figure 1). 
 
Figure 1: Location of Southern Thailand 
 
 
Source: GEO-Informatics Research Center for Natural Resources and Environment, Southern 
Regional Center of Geo-Informatics and Space Technology, Prince of Songkla University, Thailand 
(2018) 
 
Thailand and Southern Thailand in particular has great potential for Islamic tourism and hospitality, 
because it offers arts, heritage and insight into the unique culture of the Malay Muslims. With a 
diverse population, geography and easy accessibility, Southern Thailand has been one of the most 
popular MICE destinations for domestic and international Muslim tourists (TCEB 2017). In fact, 
Southern Thailand is regarded as one of the most famous Muslim-friendly tourist destinations in 
Southeast Asia (COMCEC Coordination Office 2017). In addition, the province of Phuket in Southern 
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Thailand was listed in the Lonely Planet Guide (one of the world's largest publishers of travel guides) 
as one of the 10 destinations to visit in 2010, 2011, 2013, and 2014 (Halal Science Center, 
Chulalongkorn University (HSC) 2014b).  
 
In the south of Thailand, the majority of overseas Muslim tourists are from Malaysia and Indonesia. 
Geographic proximity, favourable currency exchange rates, ease of passport requirements for 
Malaysians since July 2010 and Indonesians more recently to enter Thailand, all contribute to this 
tourist growth (TCEB 2014a). According to the TU-RAC (2016) a combined total of more than 
230,000 tourists visited Southern Thailand from the predominantly Muslim nations of Malaysia and 
Indonesia in 2015, more than double the 165,000 tourists who visited Southern Thailand from these 
countries in 2014. As more than 50% of the Malaysian and Indonesian populations are Muslim 
(Mastercard & CrescentRating 2016), it can be predicted that the number of Muslim tourists will 
continue to increase each year, and Muslim tourists will continue to be an important niche market in 
the southern region of Thailand. 
 
In addition, three international airports in Southern Thailand offer direct flights to a range of 
worldwide destinations, including countries with majority Islamic populations, such as Kuwait, Qatar, 
and the UAE. While the easy accessibility of Southern Thailand makes it one of the world’s leading 
Muslim tourist destinations (Mansouri 2014), and even though the number of international airports 
and shopping centres which provide halal food and Muslim-friendly services are increasing in big 
cities, it is still difficult to find faith-based amenities in most MICE venues in Thailand, including in 
Southern Thailand. Indeed, the MICE industry faces substantial challenges in catering to Muslim 
tourists’ demands. Therefore, it is urgent to create awareness among the local MICE industry about 
what halal is and how to prepare facilities, halal food, and deliver services that will meet Muslim 
visitors’ requirements. 
 
Given Islam is a complete way of life (Armanios & Ergene 2018) and 94.6% of Thai people are 
Buddhist (Liamputtong 2014), developing a MICE industry that successfully caters to Muslim 
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clientele is not easy. However, as Samori and Sabtu (2014) point out, one way to attract Muslim 
customers is by creating special amenities that relate to the principles embedded in the Quran, by 
which many Islamic consumers abide. While there is a great deal of diversity with respect to religious 
adherence and practice, as with any religion, Islam involves comprehensive standards, protocols and 
guidelines, which inform the lives of its followers (Teng et al. 2013). Services that are consumed by 
Muslims must meet the general Islamic principles known as ‘halal’, which as discussed above is a 
word derived from Arabic that means “allowed, lawful and permitted” (Marzuki, Hall & Ballantine 
2014, p. 292). It follows therefore that hospitality and customer services for Muslim clientele need to 
be permissible to be consumed under Islamic law. This means not only that all food should be halal, 
with no alcoholic beverages served, but also the creation of ‘the right ambiance’, architecture and 
interior and exterior (Zailani, Omar & Kopong 2011). Generally, it seems if the MICE industry is 
prepared to make Muslim attendees feel at ease in this way, it would attract more Islamic customers, 
which would in turn have positive socio-economic benefits in Southern Thailand. While Islamic 
beliefs and practices, including halal, will be discussed more in Section 2.4 of Chapter 2, an 
understanding of the existing state of Muslim-friendly tourism and hospitality services in Thailand is 
necessary to improving the industry’s performance in this domain. 
 
1.1.3 Existing hospitality and tourism services catering to Muslim tourists  
 
Some attempts have already been made to tailor tourism and hospitality services in Thailand to the 
needs of Muslim Thais and Muslim tourists. For example, at both Suvarnabhumi and Don Mueang 
International Airports in Bangkok, the capital city of Thailand, more prayer rooms have been made 
available for Muslim travellers in recent years. In addition, an Islamic prayer room is available at a 
number of large-scale shopping complexes in nearly all tourist-popular provinces throughout Thailand 
(Mastercard & CrescentRating 2016). With respect to halal food, halal restaurants are growing in big 
cities of the country such as Bangkok, Chiang Mai, and Phuket, and a number of major restaurants 
have obtained halal certification. Popular Thai foods such as pad thai (noodles stir-fried with tamarind 
sauce) and khao pat (fried rice) have also been certified halal so that Muslim visitors can enjoy 
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popular Thai food (Boonchom 2016). In addition, advancements in mobile phone technology have 
contributed to the comfort of Muslim tourists, with various applications providing information on the 
location of halal food restaurants in the area. For example, Halal Route is a digital application that 
helps Muslim tourists to locate halal restaurants, accommodations, and provide reviews from other 
customers. This is also part of the initiatives of Halal Science Center of Chulalongkorn University, 
assisting Muslims, both local and from abroad to locate halal restaurants, accommodation and reviews 
from other customers. 
 
Despite many significant changes in practice across a range of tourism and hospitality service 
providers, the adoption of halal certification, which is provided by The Central Islamic Committee of 
Thailand (CICOT), at MICE venues is slow. For many MICE venues, the adoption of the standards 
required by CICOT may involve renovating premises and new facilities, which in turn results in them 
having to increase venue costs. Interestingly though, hotels in the south of Thailand that incorporate 
Muslim-friendly services and facilities for Islamic customers are mostly rated two and three star. 
According to a report by the Halal Science Center, Chulalongkorn University (2014a), most of the 
two and three star hotels were issued with halal certificates from the Central Islamic Committee 
Office of Thailand specifically for the hotel kitchen. In contrast, due to following standardised service 
models, most four and five star hotels that are franchised by overseas companies based in the United 
States of America, Singapore and United Kingdom do not have any opportunity to run the business 
according to halal and Islamic compliance. Most of the five star hotels in Southern Thailand are 
generally not owned by locals but by overseas investors (Mahamud 2014), making halal certification 
of luxury hotels very difficult. 
 
Halal tourism involves a new approach for many hospitality venues and poses a number of challenges. 
However, given the growth in the Muslim market, catering to the needs of Muslim tourists (Battour, 
Ismail & Battor 2010; Mohsin, Ramli & Alkhulayfi 2016) presents important opportunities for the 
tourism industry in Thailand (Puangniyom, Swangcheng & Mahamud 2017). Halal business tourism 
in Thailand has significant potential given the increased number of Muslims worldwide and their 
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trend to travel abroad (Puangniyom, Swangcheng & Mahamud 2017). As consuming halal food and 
amenities are important for Muslims, even when travelling, it is important for the MICE industry to 
deal with the challenge of making such services available at big and small venues in order to sustain 
Islamic MICE tourism in Thailand. As such, more needs to be known about the service that MICE 
venues currently provide, as well as what it is that Muslim MICE customers want. 
 
1.1.4 Identifying the gaps in industry-based and academic knowledge 
 
When it comes to the relationship between the MICE industry and religion, particularly Islam, the 
lack of literature is very obvious with limited studies into Islamic-oriented services and facilities, even 
though the number of such amenities is growing (Sulaiman, Sabian & Othman 2014; Mohsin, Ramli 
& Alkhulayfi 2016; Kupeli, Koc & Hassan 2018). Recently, Han et al. (2019) who examined halal-
friendly destination attributes in South Korea, emphasise that as each country in the globe, both 
Muslim and non-Muslim nation, has unique culture and historical background, the way in which 
destinations address Islamic tourists’ needs is diverse depending on their perception and 
understanding of those demands. A PhD thesis by Altareri (2016) upon the diversity of clientele in the 
MICE sector in Saudi Arabia reveals that non-Muslim customers emphasise the positive aspects of 
attending business events in the destination, even though the cost of living is considerable and the 
quality of hotel amenities are not good. Further, a study carried out by Mansouri (2014, p. 20) on 
selected hotels in Bangkok, Thailand, finds that “the investment and adoption of business practices 
and financial based planning according to the principles of Islam and Shari’a illustrates the 
potentialities which have been established and are in the process of development”. However, no study 
has been carried out to examine the perceptions and experiences of Muslim attendees in the MICE 
industry in Thailand – that is, whether those potentialities match with the customers’ own needs and 
wants. 
 
While ample research on Muslim Thais provides insights for public understanding (such as Gilquin 
2005; Anderson 2010; Putthongchai 2013), research on Muslim MICE customers in Thailand is rather 
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limited. There are very few studies about Muslim life, thoughts, plans, and adaptation to the MICE 
industry context. There have also been studies about the inconsistencies in comprehending Islamic 
hospitality services which have been of some interest to researchers in Malaysia (Ahmat, Ridzuan, & 
Zahari 2012a). This is something that seems to correlate with the Thai context, where there are no 
firm guidelines for MICE operators on how to cater to Islamic customers. This may result from the 
fact that as with most religions, there are variations in the levels of religious practice and adherence 
that different Muslims adopt (Battour, Ismail & Battor 2010). There are also regional variations, with 
Islam in Thailand being identified as having different characteristics to Islam in other parts of the 
world (Feigenblatt 2010). At the same time, Thailand is, as already mentioned, a predominantly 
Buddhist country, and Thai identity is often tied to Buddhism (Maud 2011). It is likely that these 
factors have an impact on how Muslim-friendly services and facilities are developed in the MICE 
industry in Thailand. As such, there is an urgent need for studies that seek to understand the influence 
of Islam on hospitality and customer service, which captures both industry and client perspectives. 
This proposed research attempts to do this, emphasising the need for services that reflect Islamic 
principles as the MICE industry develops in Thailand. 
 
In order to address these issues, this thesis examines awareness of Islamic beliefs and practices, 
Muslim-friendly service provision in MICE, and religious diversity in the workplace. This thesis is 
concerned about the growing demand of Muslim customers and that these specific services do not 
blend with Thai identity. From within this context, the central research question is: How does the 
provision of Muslim-friendly amenities in MICE venues articulate within the Southern Thai context? 
 
Specifically, the study will look at the implications of reconciling Islamic beliefs with those people of 
other religions in relation to the MICE industry in Southern Thailand. To understand these 
implications, the research will identify Islamic needs in the MICE industry, to explore what the MICE 
industry representatives understand about Muslim clientele and their needs, and to analyse the 
services that comply with Islamic practices in the MICE industry. Following this, the research 
findings will inform recommendations for scholars and the MICE industry about how to respond to 
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the requirements of Muslim customers. This knowledge and understanding is essential for an 
increasingly multicultural society like Thailand, for the tourism industry in recognising how Muslim 
MICE customers maintain their religious identity and observe Islamic practices. The research may 
also provide guidance for the adaptation of these practices into the MICE industry context. 
 
1.2 Research aim and objectives 
 
The aim of this research is to examine the influence of Islam on hospitality and customer service in 
the MICE industry in Southern Thailand. 
 
This research has the following objectives to identify: 
 (1) Islamic special needs in the MICE industry. 
(2) How well the MICE industry in Thailand understands Muslim clientele and their 
requirements. 
(3) Which MICE industry service and facilities comply with Islamic practices and where 
Islamic clientele feel that these amenities could be improved. 
 
1.3 Structure of the thesis 
 
This chapter has provided an introduction to the research underpinning this thesis. The chapter has 
provided an overview of the MICE industry which has played a vital role in socio-economic 
development around the globe. This is followed by a brief introduction to MICE in Thailand, the 
MICE travellers’ arrivals, the current MICE situation in the Southern part of the country, and the 
current availability of Muslim-friendly amenities. The chapter has also explained in brief the 
problems of definition as well as the research background, aims, objectives and questions. 
 
Chapter 2 surveys the relevant literature informing the areas of Islam and its principles, including 
differences in Islam across different countries, followed by Islam in Thailand, and a discussion of the 
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status of Muslims as a minority religion vis-a-vis Buddhism as the dominant, national religion. Next, 
the chapter will review the topic of tourism, hospitality, and Islamic-based amenities in the service 
sector and finally the theory and practice of cultural diversity is discussed within the context of this 
research. 
 
Chapter 3 explains the research methodology, specifically the use of both quantitative and qualitative 
methods in this study. This chapter begins with an overview of the assumptions underlying the use of 
a mixed methods approach, followed by a description of the methods adopted for accessing the views 
of MICE staff and Muslim customers on the provision of Islamic hospitality services and facilities in 
three selected MICE venues in Southern Thailand. The data sampling and data analysis is also 
explained in this chapter. Finally, preliminary findings from the quantitative section, as well as 
identification of and introduction to key themes and sub-themes of qualitative results, are presented. 
 
Chapter 4 outlines key results and findings that emerged from the outcome of both quantitative and 
qualitative data collection from the interviews regarding MICE staff perceptions, both Buddhist and 
Muslim, as well as Muslim customers, both local and from abroad, on the provision of Islamic 
hospitality services and facilities in three MICE venues. The aim of this chapter is to compare the 
similarities and differences in views between staff and Muslim customers, relating to halal venue 
amenities provided and accommodating with Muslims in the MICE industry. This chapter is divided 
into two sections: awareness of Islamic beliefs and practices, and evaluating Muslim-friendly service 
provision in MICE. 
 
Chapter 5 draws on key findings of the qualitative results from the views of MICE staff, both 
Buddhist and Muslim, regarding venue halal hospitality services, in particular Islamic religious 
requirements (such as halal food, prayer rooms, bidet showers, etc.). The chapter focuses on 
significant findings of the qualitative results from face-to-face participant interviews, referring to their 
awareness of Islamic beliefs and practices, the influence of religion in their own lives, and religious 
diversity in MICE venues. This chapter presents the results from the open-ended questions eliciting 
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the awareness of Islam of the two groups of participants explored, followed by their own religious 
beliefs and practices, including religious diversity in the workplace. 
 
Chapter 6 presents the key results and findings that emerged from the outcome of the qualitative 
results from the open-ended questions exploring the religious beliefs and practices of Muslim 
customer participants. The aim of this chapter is to present qualitative data collection from the 
interviews regarding Muslim customer perceptions, both domestic and international, on the role 
played by Islamic requirements (such as halal food, prayer rooms and bidet showers) in the MICE 
industry, and venues they feel prioritise and respect their values and religious principles. This chapter 
is divided into four sections: ‘what Islam means to me’, ‘diversity in customer beliefs and practices’, 
‘limits to religious practice in tourism’, and ‘making MICE Muslim-friendly’. 
 
Chapter 7 provides a critical discussion of concepts and theories, and links back to the arguments 
outlined in Chapter 2, in order to highlight the research and identify the implications of the study. 
Finally, the conclusion of the study, the implications of the research, limitations to the work and 
suggestions regarding further research avenues, are addressed. 
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CHAPTER 2 
LITERATURE REVIEW 
  
2.1 Introduction 
 
The previous chapter provided the background to the research and introduced the research questions, 
aim and objectives. This chapter introduces the literature on Muslim requirements and cultural 
diversity and broadly identifies a number of relevant empirical studies which have previously 
examined Islam and hospitality, as well as religion and tourism. The chapter provides: (2.1) An 
introduction to Islam and its principles, and (2.2) differences in Islamic practice in different countries, 
including Thailand. Given Buddhism is the national religion in Thailand, (2.3) the status of Muslim 
Thais as a minority group is also discussed. Following this, (2.4) existing studies of Muslim-friendly 
amenities in tourism and hospitality are reviewed, and (2.5) cultural diversity in the MICE industry is 
discussed. 
 
2.2 Islam 
 
In Arabic, the word ‘Islam’ means total submission and according to Muslims it refers to the basic 
teaching of absolute submission to the will of God (Ushama 2014). Further, Islam is understood by 
Muslims not as a culture but as a way of life that is formed through a set of behaviours that are termed 
‘Islamic’ (Ushama 2014). As one of the foundations of moral teaching in society (Abuznaid 2006), 
Islam provides its adherents with a set of principles by which to live. Those believers will, in their 
daily activities, be strongly influenced by the religion in which they have faith (Shakona et al. 2015).  
 
Islam is estimated to be the second largest faith worldwide after Christianity and the fastest-growing 
(Esposito 2002; Boonchom 2016). The majority of Muslims can be found in areas including the 
Middle East, the Caucasus, Central Asia, North and East Africa, the Arabian Peninsula, Indonesia and 
Malaysia, and they are also represented among many minority groups in Europe, the Americas, 
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Russia, China, Australia and Thailand (Elasrag 2016). Given the geographical spread of Islam, it is 
not surprising that (as with many religions) there are a number of regional and individual variations in 
practice and belief. 
 
For instance, theocracies, where the state and religion are inextricably linked and the government is 
conducted according to religious dictates are exemplified by countries like Saudi Arabia and Iran 
(Henderson 2010). According to Henderson (2010), Islam is a pervasive force and growing 
Islamisation of traditionally moderate societies outside of Saudi Arabia has been observed; a move 
that is well received by some residents and politicians and resisted by others (Henderson 2010). 
Overall though, social restrictions imposed by the religion and degrees of conservatism vary 
depending on the political regime and sociocultural context. In the case of the more secular 
administrations, especially if dealing with a multicultural citizenry, they are usually less exacting 
(Henderson 2009). This can be seen in many Southeast Asian countries, including Indonesia and 
Malaysia, where the domains of religion and state remain, at least formally, separate (Altareri 2016). 
It is clear then that the way in which Islamic beliefs and practices affect political, sociocultural and 
economic structures and processes is not uniform and there is scope for different interpretations of 
religious meanings and applications (Henderson 2009). As such, while recognising that individual 
Muslims may feel different intensities of devoutness and have different attitudes towards different 
religious practices, this chapter provides an overview of some of the key, general principles of Islam 
as identified in sociological literature. 
 
Islamic teachings: the Quran, Hadith and Sunnah 
Firstly, for Muslims, obedience or submission means acting in accordance with the Islamic teachings 
that are found in the Quran and the Hadith (Hoffstaedter 2011). According to Muslims, these 
teachings were revealed by Allah (the Arabic word for ‘God’) to his messenger Muhammad, the last 
Prophet of Allah (George 2010). The Quran is accepted as “the highest and final authority in learning 
about Islam and its stances on various issues and queries” and the Hadith (Sunnah) is understood as 
referring “to the words, actions and approvals of Prophet Muhammad in matters relating to the 
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teaching of the faith and its implementation” (Brown 2014, p. 57). Basically, Muslims are required to 
act according to the teachings of the primary sources because they are understood as containing 
“principles, doctrines and directions for every sphere of human activity” (El-Gohary 2016, p. 126). 
 
Islam consists of five basic founding principles: faith, prayer, charity, fasting, and pilgrimage to 
Mecca (Hamza, Chouhoud & Tantawi 2012). Most of these principles are apparent in the daily lives 
of Muslims and form the basis of Islamic identity (Brown 2014). The five foundations involve firstly, 
the declaration of faith, which is an expression of the belief in the oneness of Allah, and Muhammad 
as the prophet and messenger of Allah (Henderson 2010). Allah is not only understood as a religious 
word but is also seen to guide Muslims in the way they conduct their daily lives. For instance, Allah 
influences how Muslims behave, dress and eat; in short, they strive to do all things according to his 
commands (Karkkainen 2013). The second foundation includes the execution of specific practices, for 
instance praying five times a day, facing towards the holy city of Mecca in Saudi Arabia (Al-Omari 
2008). The last three founding principles consist of giving alms, fasting during the holy month of 
Ramadan, and going on a pilgrimage to Mecca if one has the physical and financial ability to do so 
(Mellahi & Budhwar 2010).  
 
Hassi (2012) states that in addition to understanding Islam as a religion prescribing to prayer, worship 
and rituals, it can also be understood as a way of life related to all features of survival for individuals, 
groups and societies. In keeping with Islamic messages, Islam considers the equal development of 
human beings as one of its highest moral values (Zhang & Li 2017). Further, Zhang & Li (2017) 
argue that to achieve this ambition and fulfill growth and purification, Islamic persons must 
participate in the material world and at the same time carry out their religious rituals. To earn a living 
by undertaking work that is halal, therefore, is an important part of one’s role as a Muslim (Hassi 
2012). 
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Shari’a law 
In order to understand Islamic teaching in more detail, one has to be aware of the ideas behind the 
different sources of Shari’a law. This is of paramount importance if one bears in mind that Shari’a is 
not a law book in the legal sense of the word, but rather a discussion of the rights and duties of 
Muslims (Ahmed 2009). Neveu (2010) and Yusuf (2012) state that all Muslims are adherents of 
Islam, and Muslim life as a whole is shaped by the holy book of the Quran and the ‘Sunnah’ 
(customs) of Muhammad, expressed in his sayings and those of his companions. These are the sources 
of religious knowledge and guidance about conduct fitting to Shari’a, an Arabic word meaning ‘the 
clear, well-trodden path to water’ (Sulaiman, Sabian & Othman 2014; Neveu 2010), which regulates 
the everyday behaviours of its followers (Sanad, Kassem & Scott 2010). 
 
Muslims believe that Shari’a is the expression of the divine will and constitutes a system of rights and 
duties that are incumbent upon every Muslim by virtue of his or her religious belief (Shepard 2009). 
Amongst other things, Shari’a stipulates a rigorous prayer schedule and is the basis for rules 
pertaining to diet and dress as well as personal and social interactions (Shepard 2009). The latter are 
categorised as either obligatory, recommended, permitted, disliked, or forbidden (Sulaiman, Sabian & 
Othman 2014). Based on Shari’a law, public displays of affection, shaking hands or any physical 
contact between members of the opposite sex, unmarried couples sharing rooms, gambling, breaking 
fast in daylight within the Holy month of Ramadan, pork consumption, selling and drinking alcohol 
and dressing in an inappropriate way are prohibited (Mansouri 2014). The punishment for 
disregarding such laws can be severe under Shari’a, including imprisonment, severe beatings, the 
removal of limbs, and execution (Neveu 2010; Yusuf 2012). Furthermore, Shari’a covers all aspects 
of life, from matters of state, such as governance and foreign relations, to issues of daily living, as 
well as rules for fasting, charity, and prayer (Yusuf 2012). It also provides instruction on how to 
conduct financial and business affairs (Zamani-Farahani & Henderson 2010), and in some cases the 
basis for the judicial systems of certain Islamic countries (Temporal 2011). 
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Given the pervasive nature of Shari’a, it is not surprising that Muslim customers look for Islamic-
friendly services in arenas like hospitality and tourism. Of course, what complexifies the development 
of such services is that the prescriptions and prohibitions set out in Shari’a may be broad, so their 
application in practice varies. Like all religions there is diversity in belief and practice amongst 
adherents (Altareri 2016). This study will look at the implications of reconciling Islamic beliefs with 
people of other religions in relation to the MICE industry in Southern Thailand. 
 
Halal 
Linked to Shari’a is the concept of ‘halal’, which literally means ‘permissible’, and is usually used to 
mean lawful (Demirel & Yasarsoy 2017). The concept of halal in Islam has very specific motives, 
such as to preserve the purity of the religion, to safeguard the Islamic mentality, to preserve life, to 
safeguard property, to safeguard future generations, to maintain self-respect and integrity (Mansouri 
2014). As such, the definition of halal refers to all facets of life, not just food, which is often how it is 
perceived by non-Muslims. As Henderson (2009) notes, the concept is used broadly in the East and in 
a narrower fashion in the West. Indeed, the term ‘halal’ covers permissible behaviour, speech, dress, 
conduct, manner and dietary practices (Mohsin, Ramli & Alkhulayfi 2016) and continues to grow in 
correlation to the Muslim population. Therefore, from a marketing or business perspective it is 
important for the halal concept to be part of a brand (Nor & Daud 2012). 
 
With respect to halal, it is not merely conceived as a brand element by those in hospitality and 
tourism, but also part of a belief system and moral code of conduct that is integral to daily life. 
Consequently, whether halal or Shari’a compliancy is a process or a value gained, it plays a prominent 
role in shaping the mind of the Muslim consumer, particularly when it comes to consumption (Annabi 
& Ibidapo-Obe 2017). However, consumption at a product level is what should be offered by many 
brands, as a broader approach of the definition of halal should be applied to brands (Saeed & Azmi 
2014). As the halal market grows, the demographic of the Muslim consumer comes increasingly into 
focus. The new halal consumer suddenly opens up a new horizon of possibilities for service and 
product providers who see the benefits of targeting halal as a new marketing segment. Furthermore, 
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halal products can be consumed by everyone as global acceptance is gathering around this topic (Teng 
et al. 2013). 
 
While there is growing awareness about halal and its uses in driving competitiveness in areas such as 
food production, hospitality and tourism, it is again necessary to emphasise that there are variations in 
demand for halal goods and services. This is linked, in part, to variability with respect to Islamic 
adherence and practice around the world. To this end, it is necessary to now consider the positioning 
of Islam, and Muslims, in Thailand, a predominantly Buddhist country. 
 
2.3 Religious diversity in Thailand 
 
The previous section covered the general principles of Islam, as well as differences in Islamic belief 
and practice across different countries, and this section focuses on Islam in Thailand, a country that is 
usually viewed as a homogenous nation-state but is, and has been historically, a plural society. 
Although academics cannot agree upon a single root of the current Thai people, there is a widespread 
consensus that Siam (Thailand before 1939) was a plural society (Putthongchai 2013). Despite this, 
Thailand is religiously homogeneous, with around 95% of the population identifying as Buddhist 
(Boonchom 2016). The Buddhism practiced is Theravada Buddhism, which teaches that Buddha was 
a man, rather than Mahayana Buddhism, common in China, Japan and Tibet, which ascribes a level of 
divinity to the Buddha (Laumakis 2008). However, the second-largest religion in Thailand is Islam, 
with Muslims constituting approximately 5% of the Thai population, the vast majority who are 
concentrated in the South (Brown 2014; Sateemae, Abdel-Monem & Sateemae 2015). 
 
Islam is recognised as an important religion in Thailand (Putthongchai 2013), particularly in the 
South, where connections with the Malay Peninsula have led to increased prevalence of Islamic belief 
and adherence. As Southern Thailand is a part of the Malay Peninsula (Jory 2013), the vast majority 
of mosques and Islamic schools are located in this area. An important fact about the southern 
provinces of Thailand, especially the southernmost provinces, Satun, Yala, Pattani, Narathiwat, and 
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four areas in Songkhla, is that their Muslim populations are of Malay rather than Thai descent, with a 
religion and language that differs from the Thai majority (Arphattananon 2011). Although a number 
of Muslim communities in Thailand are largely integrated into Thai society, this large ethnic group is 
described as an outsider in their own country (Askew 2009). This positioning is central in terms of 
understanding the roots of the present localised conflict that exists in Southern Thailand. 
 
As stated above, Muslims are the second-largest religious group in Thailand (around 5% of the 
population). They mainly live in the country’s southernmost provinces and consist of both ethnic 
Thais and Malays. Further, this significant ethnic group has been segregated into religious groups and 
sects based on schools of thoughts and jurisprudence. The biggest major group is Sunni, followed by 
Shi’a (Liow & Hosen 2010). The provinces where Muslims are the majority population include 
Pattani, Yala, Narathiwat, Satun, while Songkhla, Krabi and Phuket have large Muslim populations in 
some areas. Christians represent just over 1% of the population in Thailand. A small but influential 
community of Sikhs in the nation and some Hindus mostly live in the country's cities and are engaged 
in retail commerce. There is also a small Thai Jewish community (Aphornsuvan 2008). 
 
To be Malay in Thailand is, apparently, a challenge. Throughout the school system and public sphere 
the expectation is that all Thai citizens should speak the Thai language and accept ‘Thainess’, 
meaning those values that are recognised by Thai society (Bajunid 1999). As such, all Thais of Malay 
descent have faced and continue to face barriers accessing education or employment, and many live 
with systematic race-based issues (Sateemae, Abdel-Monem & Sateemae 2015). For this reason, the 
majority of Thais of Malay descent are not actively involved in medium and large businesses. They 
are also less likely to be part of the business elite than similarly qualified and experienced Thai 
Buddhists and Thai-Chinese (Jitpiromsri & Sobhonvasu 2007). 
 
In order to meet the Thai expectations mentioned above, Muslim Thais tend to compromise in many 
aspects of their culture, such as their language and their religion (Wungaeo 2014). Moreover, even 
when Malay Muslims make an effort to become part of Thai society, they often are not accepted by 
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the majority as ‘proper’ Thais, and the assertion lives on that Malay Muslims in the south neither feel 
nor want to be Thai (Jory 2013). Further, some Buddhist Thais also accuse them of not loving the 
nation and the king (Knodel et al. 1999). A solution for Malay Muslims in the southernmost part of 
the country is, therefore, to adjust their ethnicity and national identity so as to accommodate the 
expectations and demands of the majority population. For some people the Thai identity is more of a 
tactical negotiation, while for others Thainess and a Thai identity may be embraced as part of their 
multiple identities (Askew 2009). 
 
Despite the deep historical roots of political stories in the Patani region (as widely used Pattani in 
nowadays), and the fact that Thailand annexed the Patani Kingdom in 1785 is not widely known 
(Sateemae, Abdel-Monem & Sateemae 2015), many Thais nonetheless view those Muslims as 
newcomers or guests (‘khaek’ in Thai) (Aphornsuvan 2008). These political-based stories have been 
viewed as being part of the current conflict and the tensions between Thai Buddhists and Muslim 
Thais. 
 
There has been a long history for the conflict between the Patani Kingdom (covering four 
southernmost provinces in Thailand and four states of Malaysia under the current border division), 
and the Siamese (now Thai) Kingdom (Syukri 2005). Jory (2013) notes however that when Islam first 
came to the region, sometime around the 14–17th centuries, there was no conflict between the 
Muslims in Patani and the Buddhists living nearby and they each managed their own kingdoms 
peacefully. Conflict only emerged in the 18th century with the establishment of the Bangkok 
Kingdom (1767–1810) and its government, which aggressively replaced the Ayuthaya dynasty (1569– 
1767). 
 
In the early 18th century, conflict and war centered around conquering territory, but with each area 
controlling their own realms (Liow & Hosen 2010). Later developments saw the conflict become 
more systematic and covert when the King of Siam, King Chulalongkorn (1868–1910), influenced by 
Western ideas of nationalism, introduced a nation-state model, and applied strict borders to the 
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Kingdom of Siam (Jory 2013). The Malay Peninsula or Greater Patani, which had been under the rule 
of the Islamic Patani Kingdom, was incorporated into the Kingdom of Siam’s new nation-state (Jory 
2013). Chulalongkorn’s successor, King Vajiravudh (1910–1925), who was born and raised in 
Europe, mostly in the UK, expanded the area incorporating the Patani region, and adopted a stricter 
version of the Western concept of the nation-state. King Vajiravudh also introduced patriotism, a 
mark of Western nationalism, by establishing a paramilitary group to protect the Kingdom of Siam’s 
nation-state (Jory 2013). 
 
The former region of the Patani Kingdom annexed by the Kingdom of Siam later became a bargaining 
tool between the Kingdom of Siam and the British and French colonisers, who at the time occupied 
Malaya (now Malaysia) to the south, and Burma, Vietnam and Cambodia to the north (Nilsen 2012). 
The contemporary Malaysian states bordering Thailand (Kelantan, Terengganu, Kedah, and Perlis) 
were part of this region (Peleggi 2015). At the demand of the British, Siam surrendered these states as 
a concession so as to avoid being attacked and occupied (Jory 2013). In doing so, the Kingdom of 
Siam avoided occupation and was thus never in its history colonised. Although these four parts 
bordering Southern Thailand were separated, people in these areas not only had continually shared 
ritual traditions (such as performance and local music), but also the degree to which Muslim Thais 
integrated into Thai-Buddhist culture, played a key role for Southern Thailand society in transforming 
as a peaceful region (Horstmann 2004). 
 
Thai modernisation and nationalism, as introduced by King Vajiravudh, not only planted the seeds of 
patriotism in the members of his newly formed paramilitary force, but also evoked pride in the 
pioneers of the kingdom, and established strict geographical borders, which also affected religion 
(Putthongchai 2013). King Chulalongkorn, for instance, initiated the establishment of a religious 
organisation, as the monk representative, at the end of the 19th century (Aphornsuvan 2008). This 
organisation was intended to hierarchically organise monks, so that the king, kingdom, and the state 
could use the organisation to legitimise its authority in the awareness of the people (Bajunid 1999). 
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The integration of the religious organisation into the Thai state was so complete that the king was 
positioned as the protector of Buddhism and thus became an integral part of the religious structure 
itself (Sugunnasil 2005). The king had a special place in religion and so did the monks. According to 
Thai Buddhist cosmology, monks are religious leaders while the king is the protector of the entire 
religion of Buddhism in the Thai state. This concept was later adopted into the 1932 constitution of 
the Thai Kingdom and has been maintained in subsequent amendments (McCargo 2012). 
 
The position of king as protector of religion, however, according to Thai Buddhism, does not refer to 
the person but rather the position. According to this cosmology, the king has a special relationship 
with the monks on a spiritual level, but does not have power over the monks (Chinnawong 2007). 
Both the monks and the king are considered to be above politics, though it cannot be denied that both 
have political influence, especially in everyday politics. Thus there emerges a kind of trinity 
comprised of the nation, the monarchy/king, and religion, from which Muslims are excluded. King 
Vajiravudh formed these three united elements into the ‘Three Pillars’ of the Thai nation and state at 
the beginning of the birth of Thai nationalism. The three pillars: nation, religion (Buddhism), and 
monarchy (the king), functioned together as a single unit, with the monarchy acting to protect and 
bind the other two together (Sateemae, Abdel-Monem & Sateemae 2015). Since the operation of Thai 
nationalism has influenced the relationships between Buddhist and Muslim Thais, the latter have been 
perceived in a negative light (Horstmann 2004). These enduring sociocultural and political tensions 
between Buddhist and Muslim Thais, and between northern and southern Thailand, add to the 
complexity of providing Islamic-friendly services to MICE customers in Thailand. To this end, the 
chapter now considers tourism, hospitality and Muslim-friendly services. 
 
2.4 Tourism, hospitality and Muslim-friendly services 
 
Section 2.3 outlined religious diversity in Thailand, and this section looks at tourism, hospitality and 
Muslim-friendly services. Globalisation and increased mobility, as well as travelling have become 
more accessible to more people (Gursoy, Saayman & Sotiriadis 2015). Tourism is seen as an 
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important source of income for many countries and halal tourism is just one more example of the 
industry trying to respond to unique consumer demands and thus to secure its relevance. As Muslim 
business traveller requirements are the main focus on this study, although the travelling purpose of 
this group of Muslims is for business, their primary concerns are similar to other tourists in spiritual 
tourism in which “religious observance, ritualised practice, reaffirmation of identity and cultural 
performance” are greatly significant (Cheer, Belhassen & Kujawa 2017, p. 254). In addition, Islamic 
or halal tourism is an important segment of religious tourism which is particularly designed towards 
Muslims who abide by Shari’a rules (Islamic jurisprudence). Within this context, ‘halal’ or ‘Islamic 
tourism’ has emerged as a new trend in the tourism industry (Aziz et al. 2016; Chookaew et al. 2015), 
and with this, new challenges for the hospitality sector. This trend accompanies a growing need to 
develop tailor-made halal products and services to cater to this dynamic and emerging market (Aziz et 
al. 2016). 
 
Islam is a religion which strongly encourages its followers to travel (Henderson 2009). Travelling is 
deeply rooted in Islamic tradition, which advocates travelling in groups on trips to faraway places 
(Battour, Ismail & Battor 2010). In keeping with this teaching, Mansouri (2014) observes that 
Muslims normally consider themselves closer to God while travelling, and prayers are viewed as 
being more effective if made while travelling than when offered at home. In addition, most Muslims 
worldwide prefer to travel in groups of family members, friends and relatives (Timothy & Iverson 
2006). Muslims are passionate travellers, not only for religious purposes, such as going to Mecca to 
perform pilgrimage or to visit needy communities to give alms, but also for the purpose of business 
and for visiting friends and relatives (Duman 2011). Due to restrictions on what is considered 
improper behaviour and the requirement for modest dress, very few Muslims take holidays at 
beachfront destinations (Al-Hamarneh 2012), but they often travel abroad quite extensively for 
business, shopping and leisure sightseeing (Bhuiyan et al. 2011). No matter the purpose though 
Muslims practice unique behaviours while travelling in terms of the food they eat, the company they 
keep and the activities they undertake (Timothy & Iverson 2006). These special demands have 
implications for the tourism industries, which identify them as a need to be served on the one hand, 
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and as a unique characteristic to be exploited on the other. For instance, Muslims are regarded as a 
potential group of travellers worth targeting when it comes to the development and marketing of 
attractions that maintain family themes (Battour, Ismail & Battor 2011). 
 
The categorisation of tourism related to goods and services that are designed, produced, and presented 
to the Muslim markets could be considered under the heading of Islamic or halal tourism (Duman 
2011). Such terminology is already common in the tourism industry, where there has been a growing 
interest in new forms of halal tourism, such as halal hospitality, halal airlines, and halal or Shari’a 
compliant hotels (Demirel & Yasarsoy 2017). The ideas underpinning these tourism developments are 
similar to those relating to halal food, which has long been recognised in many countries including 
those in the Middle East, such as the United Arab Emirates and Egypt (Battour, Ismail & Battor 2011; 
Zailani, Omar & Kopong 2011; Mansouri 2014). The concept of halal is not just being applied to food 
but to any Shari’a-compliant product ranging from bank dealings to cosmetics, vaccines and in this 
case, tourism (Sahida et al. 2011). Moreover, research done by Kim, Im & King (2014) shows that 
Muslim tourists, particularly those from West Asia, are increasingly discerning and require access to 
sophisticated holiday destinations and halal dining. According to Zailani, Omar & Kopong (2011) 
Muslim tourists want, and expect to acquire, food and services which are in line with their religious 
tenets, thus the requirement for halal compliance has become more prevalent. 
 
As identified above, the concept of halal is quite broad, and can be applied to a wide range of 
products and services (Samori & Sabtu 2014; Puangniyom, Swangcheng & Mahamud 2017; Yeo et 
al. 2018). In tourism, this means offering tour packages and destinations that are specifically designed 
to cater for Muslim requirements and address their religious commitments. Islamic or halal tourism, a 
form of religious tourism, is commonly associated with Muslim countries when it comes to Hajj 
packages for pilgrims, thus offering great potential for halal tourism products and services which are 
in strong demand (Carboni, Perelli & Sistu 2014). While halal tourism is commonly associated with 
pilgrimage, there is more to it and there is a gap in the market and in research. According to 
Mohamed (2013), despite the desire of the tourism and hospitality industries to tap into the potential 
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offered by the expanding Muslim market, generally speaking, the reasons for having Shari’a-
compliant services within the hotel industry are not well explained to industry employees. This is 
because the level of Islamic knowledge in the hospitality industry is limited and they only have a 
superficial understanding of the concepts and practices of Islam (Samori & Rahman 2013b). Indeed, a 
very common misunderstanding is that a hotel or service provider can be deemed Shari’a-compliant 
simply because there is no alcohol served and some amenities for Muslim clientele are provided 
(Writer 2011). However, a Shari’a-compliant hotel is defined as a hotel that provides services that 
abide by principles embedded in the Quran. Thus it is not only limited to the serving of halal food and 
beverages, but includes making sure the entire hotel operates following Islamic prescriptions (Samori 
& Rahman 2013a). 
 
As such, hotels and resorts in a number of destinations around the world are beginning to tap into the 
growing Islamic tourism market by ensuring that Muslim travellers are provided with maximum 
convenience during their trips and are able to practice religious obligations while on holiday. Further, 
they do not serve alcohol to Muslims and they have separate swimming pools and spa facilities for 
men and women. Turkey, Malaysia and many more countries are trying to attract Muslim tourists 
from all over the world by offering facilities and services in accordance with the religious belief of 
Muslim tourists (Nor & Daud 2012). The halal or Islamic tourism industry also provides flights where 
no alcohol or pork products are served, religious programs are broadcast as part of entertainment 
offered on board, and prayer timings are announced (Nor & Daud 2012). Many international hotels 
today also serve halal food that is slaughtered in accordance with the teaching of Shari’a Law, and is 
free of any substance forbidden by Islam, such as pork and alcohol (Samori, Salleh & Khalid 2016). 
In addition, many hotels have witnessed the success of Shari’a-compliant banking, halal or Islamic 
beach holidays, and the investment sector (Ahmat, Ridzuan & Zahari 2012b). Further, they have also 
seen the opportunity of business models that encompasses the main aspect of Shari’a – compliant 
living, for example, no alcohol, halal food, a separate mosque for prayer, and compliance with rules 
about modest dressing (Zulkharnian & Jamal 2012). Moreover, according to Samori and Rahman 
(2013b), Shari’a hotels should also host seminars and preaching sessions as well as donate to charities 
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which serve Muslim communities (Samori & Rahman 2013b). Hence, the hospitality industry plays 
an important role in promoting halal tourism and accommodation to address the demands of Muslim 
tourists and their religious commitments. Moreover, in addition to the services already being offered, 
others are readily being imagined. The Muslim Business Traveler Insights report that was released by 
Mastercard and CrescentRating in 2016 revealed that there is the potential to grow halal tourism 
around the globe. The report also announces a market for a halal start-up airline, which could provide 
halal food according to Muslim religious requirements, prayer calls, the Quran in seat pockets, and 
provide separate sections for male and female travellers. The report also highlights the potential for 
halal tourism in the Middle East alone, where it forecasted a 66% growth in inbound tourists by 2011 
with 55 million visitors (World Travel and Tourism Council 2007). 
 
Consequently, as Razalli, Abdullah & Hassan (2012) explain, there are no official criteria for Shari’a-
compliant hotels in the Middle East, but scrutiny of statements made by industry practitioners and 
analysts reveal broad agreement about a set of suggested attributes (see for example, Rosenberg & 
Choufany 2009; Henderson 2010; Stephenson, Russell & Edgar 2010; Zailani, Omar & Kopong 2011; 
Sahida et al. 2011; and Saeed & Azmi 2014). These attributes include no alcohol, halal food only, the 
availability of a copy of the Quran, prayer mats and an arrow indicating the direction of Mecca. 
Furthermore, beds and toilets should be positioned so as not to face the direction of Mecca, there must 
be bidets in the restrooms, male and female prayer rooms, and no inappropriate entertainment such as 
music, and games that require the interaction between men and women. The staff should be 
predominantly Muslim with proper Islamic dress code, conservative dress for non-Muslim staff, 
separate recreational facilities for men and women and separate rooms and floors for male and female 
unmarried couples. No food and beverages prohibited by Islam should be in the hotel fridge, and no 
alcoholic drinks in the hotel lobby or restaurant. As well as this, a strict guest dress code and Islamic 
funding are also applied in some Muslim-majority countries, such as Saudi Arabia and the UAE. 
Finally, gambling is forbidden on the premises. 
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In particular, the prayer room is regarded as one of the most crucial facilities for Muslims (Ahmat, 
Ridzuan & Zahari 2012b). It has also been observed that hotels located near a mosque are preferred 
when Muslims make hotel reservations (Mansouri 2014). Razalli, Abdullah & Hassan (2012) 
recommend that the hotel provides religious information, such as the location of nearby mosques or 
prayer times and local halal restaurants. Moreover, according to Quantaniah, Noreina & Syakinah 
(2013), the availability of halal food is of extreme importance to Muslims in choosing their tourist 
destinations. Similarly, the banning of the consumption of alcohol and gambling, in line with Islamic 
teaching that totally prohibits these acts, further attracts Muslims to such venues (Henderson 2010). 
Neither alcohol nor pork should be served in any of the food or beverage outlets at the hotel and there 
should be no minibar in the room (Saeed & Azmi 2014). Battour, Ismail and Battor (2011) highly 
recommend that hotels educate their staff in cross-cultural communication to allow them to treat 
Muslim tourists with respect, and that hotels consider employing practicing Muslims. As Stephenson, 
Russell & Edgar (2010) point out that for hotels based on the principles of Islamic law, the finance 
spent on hotel operation should reflect Shari’a law and the hotel owner must donate a proportion of 
the income generated by the hotel to Muslim communities. This means the hotel development and the 
hotel operation should be financed through monetary arrangements that fully respect Shari’a 
principles. 
 
Therefore, while halal food and hygienic accommodation can provide an added competitive benefit to 
hotels striving to attract local and foreign travellers (Ahmat, Ridzuan & Zahari 2012b), stricter 
instructions are applied than what might first be assumed in the establishment of Shari’a-compliant 
hotels, because Shari’a compliance is not only important to hotel operations but also to hotel design 
construction. 
 
There have been limited studies of more stringent requirements in the halal hotel industry in Thailand, 
although there is evidence that some Islamic resorts and hotels are beginning to emerge there. 
Alongside these there are Islamic destinations and programs which are shaping tourist activities that 
are identified as permissible under Islamic law (Ahmat, Ridzuan & Zahari 2012b; Mansouri 2014). 
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According to Rosenberg & Choufany (2009), some hotels in Malaysia offer separate swimming pools 
for male and female guests along with segregated recreational amenities. Prayer rooms are also 
available on site, as are women-only floors, and Islamic entertainment programs. Middle Eastern 
countries such as the UAE and Qatar, for instance, have explored ways in which Islamic hospitality 
can be developed. They have suggested that establishing a halal standard for destinations and setting 
up practical training for human resource development (Stephenson, Russell & Edgar 2010) would, for 
instance, be in accordance with halal and provides a safe and healthy living environment for the guest. 
 
On the basis of the above, it seems likely that if the MICE industry had a clearer awareness as to why 
and how their services are in demand for Muslim customers, they will be able to tailor their services 
to suit the needs of this clientele, supplying services which are in accordance with Shari’a principles. 
Demonstrating an understanding of the importance of Islam to its followers through providing 
Shari’a-compliant hotels is an important way in which the industry can show respect and respond to 
the needs of people from a range of Islamic communities. It is therefore argued that if the MICE 
industry desires to target Muslim customers, their services must be aligned with Islamic values, 
standards, and guidelines. This is, however, in many cases easier said than done as the homogenising 
effects of the halal standards can be at odds with local and/or other tourists cultures; hence there is a 
need to seriously look at cultural awareness training for staff in venues. On this basis, the final section 
of this chapter looks at cultural diversity in the MICE industry. 
 
2.5 Cultural diversity and cultural awareness in the MICE industry 
 
In reviewing tourism, hospitality and Muslim-friendly services above, it became clear that there is a 
potential disjuncture between Muslim customers’ actual needs, which are somewhat diverse 
depending on their interpretation of Shari’a, and the industry perception and understanding of those 
needs, particularly if industry members are from a different religious and cultural background. As 
such, this section focuses on cultural diversity in the MICE industry. 
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Diversity can be seen in terms of visible difference (for example, skin colour and gender), and non-
visible differences (for example, religious affiliation and sexual orientation) (Devine et al. 2007). The 
term ‘diversity’ is largely used in American and British management literature in the context of a 
workplace where different people interact (Kautish 2012). For example, people could differ in non-
visible attributes, such as education and professional experience and in visible attributes like gender 
and ethnicity (Khan & Sheikh 2012). The meaning of diversity also varies across societies 
(Hoffstaedter 2011). For instance, while in the United States diversity is used in regard to ethnic 
groupings, such as Asians and Latinos (Kautish 2012), in France it is largely understood in terms of 
gender (for example, Suedekum, Wolf & Blien 2014; Diller 2014) and cultural differences (Schwartz 
2006). 
 
The need to recognise and manage diversity appears to have mainstream acceptance in business and 
management literature (Kautish 2012; Hearns, Devine & Baum 2007). Further, the recognition of this 
need is founded on the premise that harnessing differences between staff may create a productive 
environment in which everybody feels valued, where their abilities are being fully used and in which 
organisational goals are met (Bergen 2005). As an organisational concern, working effectively in a 
diverse environment is particularly important because, as Devine et al. (2007) argue, the degree of 
quality in how well each company manages diversity is difficult to determine. Within the broader 
notion of diversity, cultural diversity creates significant opportunities and challenges for the 
hospitality industry. Mazur & Bialostocka (2010) suggests that cultural diversity can include 
language, culture, race, nationality, and religion. 
 
The global context and the extent to which organisations can manage cultural diversity in a 
multicultural environment (Premsrirat 2014), means that the matter remains a ‘complex facet’ to 
understand, but unlocking the potential of cultures may reveal the distinctive identity for today’s 
corporations (Nilsen 2012). In a turbulent business environment, every corporation faces major 
challenges in improving its business strategy. If the company strategy can be aligned with cultural 
diversity, it provides a good formula for accomplishing business potential in a highly competitive 
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environment (Moss 2010). According to Diller (2014) and Rivera & Lonis-Shumate (2014), managing 
global diversity is one of the best business approaches to adopt in order to improve organisational 
goals by optimising total workforce potential with respect to their distinct local cultures in the 
different countries around the world. 
 
Thailand, as already indicated, is considered to be one of the most diverse countries in Southeast Asia. 
This diversity stems from the coexistence of many different religions, cultural groups, physical 
features, festivals and food habits in its different states (McCargo 2012). Thai is the official national 
language and for most of those educated in a second language, English serves as the major one. 
However, Thailand is also regarded as the country which has the highest proportion of Buddhists, 
around 95% of the population (Fleming 2014), and although there is no official state religion in the 
Thai constitution, most Thai people believe that being a Buddhist is an integral part of being Thai 
(Putthongchai 2013). As mentioned previously, although 95% of the Thai population is Buddhist, it is 
also home to a large Muslim population in Southern Thailand, making it the largest minority in this 
part of the country. Although Islam is the religion of the largest ethnic group in this region, Buddhist 
Thais make up a significant number. As such, Southern Thailand is a more religiously diverse region 
in Thailand than the rest of the country regarding religion, language and cultural practices (Sateemae, 
Abdel-Monem & Sateemae 2015). This means people from a variety of backgrounds in this area 
generally share some similar cultural practices as a result of an enduring and cooperating social group 
(Horstmann 2004). For instance, they believe in meritorious and sinful acts in which giving arms to 
monks are placed great emphasis in the lives of Buddhists, whilst some Muslims do not mind to 
donate some food to a temple. 
 
As outlined by Rivera & Lonis-Shumate (2014), the notion of diversity or multiculturalism involves 
acknowledgment of cultural and religious differences and acceptance of such. This includes 
respecting people of all sociocultural backgrounds as well as gender, age, ethnicity, race, socio-
economic status, sexual orientation, religious beliefs, political affiliation, physical ability, and so on. 
Based on the work of Hofstede (2001) and Schwartz (2006), as cultural values and beliefs play a vital 
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role in people’s perceptions and attitudes, religion is one of the most significant cultural areas in 
shaping each individual lifestyle. As Muslim customers will constitute one of the largest groups of 
business travellers in the south of Thailand, the researcher will illustrate how the theory of cultural 
diversity can lead to better understanding of Muslim customers’ requirements in MICE venues, which 
vary in different degrees of Islamic sensitivity and observance. The concept of diversity is a unique 
one and it is crucial to address how cultural diversity impacts on the provision of halal services and 
facilities in MICE venues. 
 
An understanding of cultural diversity is now recognised as giving a hospitality organisation 
competitive advantage (Rivera & Lonis-Shumate 2014), and such an understanding is predicted to 
become even more critical in the future due to the ever-increasing movement of people (Mazur & 
Bialostocka 2010). For this reason, Suedekum, Wolf and Blien (2014) state that cultural diversity has 
the potential of yielding greater productivity and competitive advantage. Others such as Sridhar and 
Sandeep (2014) however have found the opposite, arguing that unmanaged cultural diversity in the 
organisation might lead to diminishing performance in accomplishing organisational goals. Rivera 
and Lonis-Shumate (2014) take more of a middle stance seeing cultural diversity as having 
unforeseen results. However, this research argues that the MICE industry needs to focus on diversity 
and look for ways to become more inclusive to address the diverse needs of all customers. 
 
This is especially the case in Thailand where increasing numbers of international tourists (many of 
whom are Muslim) points to the need for the tourism industry to become aware of Islamic 
expectations (Mansouri 2014). At the same time, this influx of foreign travellers creates a need for 
more interaction among people from diverse cultures, beliefs, and backgrounds than ever before. 
Increasingly, people no longer live and work in only one place. They are now part of a universal 
economy with global competition. For this reason, the MICE industry needs to face the challenge of 
diversity if it is to become more creative and open to change. This, of course also applies to all MICE 
stakeholders in Thailand. 
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2.6 Conclusion 
 
This chapter has outlined broad bodies of literature from the discipline of sociology. As the aim of 
this study is to understand the influence of Islam on hospitality and customer service in the MICE 
industry in Southern Thailand, using sociological concepts are imperative. In order to search for how 
much the influence of the identified religion has on the provision of MICE venue amenities, the 
chapter surveyed the relevant literature informing the areas of Islam and its principles. This was 
followed by a discussion of the status of Muslims as a minority religion in relation to Buddhism as the 
dominant national religion, including a review topic of tourism, hospitality, and Islamic-based service 
and facilities in the travel sector, and finally the theory and practice of cultural diversity was 
discussed. This chapter argued that Muslim-friendly services and facilities in the tourism and 
hospitality service sectors emerge from growing consumer demands, and growing competition 
between destinations and industries. As Islamic or halal tourism is an important segment of religious 
tourism which is particularly designed towards Muslims who abide by Shari’a rules (Islamic 
jurisprudence), it is seen as an example of the industry trying to respond to unique consumer needs 
and thus to secure its relevance. However, as Thailand is regarded as the country which has the 
highest proportion of Buddhists, and there have been enduring sociocultural and political tensions 
between Buddhist and Muslim Thais, the way that the MICE industry has tried to cater to the Muslim 
niche market as a strategy toward diversification and competition is still problematic. Given the 
complexities of providing Islamic-friendly services to MICE customers in Thailand and the lack of 
implications of reconciling Islamic beliefs with people of other religions in relation to the MICE 
sector, this research argues that the MICE industry needs to focus on diversity and look for ways to 
become more inclusive to address the diverse needs of all customers. In order to understand the 
complex interplay between the host and guest of diverse backgrounds and to find research-based 
solutions for services that align with Islamic values, standards, and guidelines, the next chapter 
explains the research methodology in this study. 
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CHAPTER 3 
METHODOLOGY 
  
3.1 Introduction 
 
The previous chapter provided an introduction to key Islamic principles relevant to the hospitality and 
tourism industries and examined the current state of knowledge regarding halal hospitality services 
and facilities. In addition, having explored the positioning of Islam as a minority religion in Thailand, 
the chapter also provided an overview of cultural diversity theory and explored its applicability to 
various business contexts. As discussed in Chapter 1, although halal hospitality amenities in the 
MICE industry are growing (Sulaiman, Sabian & Othman 2014), there are no studies that assess the 
provision of Muslim-friendly services and facilities for Islamic MICE customers in Thailand. Further, 
there is no clear standard governing halal or Muslim-friendly service provision in the MICE industry 
in Thailand. There are also no studies that examine how these specialist services are received by 
venue staff and Muslim MICE customers where they do exist. An absence of firm guidelines for 
Muslim-friendly or halal tourism, coupled with a lack of information about what is currently provided 
and how it is received, raises the potential for misconceptions, cultural tensions and poorly served 
customers. As such, this research sought to examine the influence of Islam on hospitality and 
customer service standards in the MICE industry. 
 
This chapter introduces the research design for this study, which centres around in-depth interviews 
with MICE industry representatives and Muslim clients. It includes a discussion of the methods used 
to analyse the qualitative and quantitative interview data that results. The chapter concludes by 
introducing some of the key themes and sub-themes that emerged from the analysis of qualitative 
data, which are explored in Chapters 4, 5 and 6. It should be noted that this chapter is divided in three 
sections: (3.2) Methodological approach, (3.3) Limitations of the study and/or obstacles overcome, 
and (3.4) Data analysis; details of these parts are given below. 
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3.2 Methodological approach 
 
For the purpose of this study, the researcher chose the semi-structured in-depth interview because it 
would allow MICE staff and Muslim customers to reflect their beliefs and attitudes to services and 
facilities that are in harmony with Islamic principles. As the aim of this study was to identify the 
specific requirements of Muslim customers in regard to services provided by the MICE industry, the 
researcher conducted interviews with staff, both Buddhist and Muslim, as well as Muslim customers, 
both local and from abroad. These covered questions relating to Islamic beliefs and practices, as well 
as Muslim customer requirements in venues, including the halal services currently offered in the 
MICE sector, and religious diversity in the identified industry. Researcher-administered interviews 
were carried out over a four-month period (March 2015–July 2015) with a total of 124 participants. 
These aspects of the research design are elaborated below. 
 
3.2.1 Why interviews? 
 
In order to understand human behaviour and beliefs, research in the social sciences requires research 
methods that include experiments, surveys, action research, and other forms (O'Leary 2010). Given 
this research was concerned with the two different groups of participant in-depth interviews, the 
researcher’s interviewing techniques were an important feature of the research design. According to 
Walden (2006, p. 174) an interview is “a conversation, whose purpose is to gather descriptions of the 
‘life-world’ of the interviewee” with respect to interpretation of the meanings of the ‘described 
phenomena’. In a similar vein, Walter (2013, p. 122) adds that an interview is an extendable 
conversation between partners that aims at eliciting ‘in-depth information’ about a certain topic or 
subject, and through which a phenomenon could be interpreted in terms of the meanings interviewees 
bring to it. Bryman & Bell (2011, p. 146) adds that the value of interviewing is not only because it 
builds a holistic snapshot, analyses words, and reports detailed views of informants, but also because 
it enables interviewees to “speak in their own voice and express their own thoughts and feelings”. As 
this study looked at the implications of reconciling Islamic beliefs with people who believe and 
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practice religions in different faiths in relation to the MICE industry in Southern Thailand, hearing 
participants’ voices into the 'life-world' regarding awareness of Muslim requirements and the 
provision of halal-friendly services in venues was important. According to Walter (2013), face-to-face 
interviews are the best method for a high response rate, alongside the quality and flexibility of the 
data collected. Accumulating such meanings can be done in various ways, of which one-on-one 
interviews are the most common. Besides one-on-one interviews, focus group interviewing is also 
popular (Blaikie 2010). Additionally, research has shown that four types of interviews are frequently 
employed in social sciences. These include a structured interview, an unstructured interview, a semi-
structured interview and a focus group interviewing. 
 
3.2.1.1 The merits of quantitative and qualitative questioning 
 
In pursuing the aims of this thesis, which were to identify Muslim customers’ requirements in the 
MICE industry and how MICE staff respond to these, this study employed mixed methods research. 
The reason for undertaking a mixed-method approach is that, for the purposes of the research, neither 
quantitative nor qualitative methods were sufficient by themselves (Creswell & Clark 2011; Creswell 
2014). As Walliman (2006) and Walter (2013) state, quantitative methods allow for the incorporation 
of a large number of contextual variables, while qualitative methods provide for richly textured data. 
In using a quantitative approach, the researcher may have established a far more static picture of what 
‘Muslim-friendly’ means. However, by asking people about what it means in the context of their own 
individual religious practices and beliefs, the researcher received a much more diverse response. 
While this makes the results more complex, and more difficult to operationalise, it also points to the 
complex realities of intercultural interaction in tourism and hospitality. As such, and given that this 
study intended to capture the complex interplay between MICE staff of diverse backgrounds and 
Muslim customers and to find research-based solutions for services that align with Islamic values, 
standards, and guidelines, a combination of qualitative and quantitative approaches were used. 
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The basic distinction between these two approaches with respect to interviews is that quantitative data 
is gathered by using closed-ended questions based on predetermined response scales, or categories 
(Buchanan & Bryman 2009; Bryman 2012), whereas qualitative data is gathered using open-ended 
interviews. As the researcher, I chose a quantitative method when I needed participants to rate their 
answers on a scale because it helped to identify the level of Islamic awareness and to what extent of 
halal-friendly services and facilities meet Muslim customers’ expectations. When the aim was to get a 
more individual response to questions and I wanted to ensure that participants were not restricted in 
their options for responding (Creswell & Clark 2011), I chose the qualitative method. The reason is 
because qualitative data provided in-depth details regarding the current state of the provision of 
Islamic amenities across the three MICE venues. This allowed an in-depth insight into provision of 
Muslim-friendly customers’ requirements, from a diverse Muslim clientele, and a deeper 
understanding of the responses of diverse MICE staff to these requirements and the reasons for them. 
As this study focuses on an under-researched area of tourism and hospitality scholarship, Bernard and 
Gravlee (2015) confirm that a qualitative approach is crucial to explorative research. 
 
3.2.1.2 How does the mixed methods approach compare to other tourism studies? 
 
At the mid of the 20th century, most tourism scholars not only were less familiar with qualitative 
study, but their work also had been published in non-tourism journals, such as Social Research and 
Sociology (Jennings 2010). One possible reason why there were few works during this period is that 
due to limited exposure to qualitative studies, the technique was of low interest to researchers 
(Creswell & Clark 2011). Although quantitative research is considered to be a necessary and 
sufficient condition for progress in the field of tourism research, qualitative study is regarded as a 
significant and growing approach (Bazeley 2009). More recently, researchers have questioned 
quantitative research because it cannot fully address questions of understanding and meaning 
(Bazeley 2013), and they have begun to explore paradigms beyond numeric-based methodology 
(Harkness 2010). The shift in conceptual frameworks has resulted in a recognition and incorporation 
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of a variety of qualitative methods in selected research efforts (Creswell 2014), but a cursory literature 
review would suggest that quantification is still dominant (Jennings 2010). 
 
The combination of qualitative and quantitative methods within a single study or ‘mixed methods 
research’ has been an area of growing interest by academics and researchers in recent years, emerging 
as a research methodology with a recognised name and identity (Creswell 2014). This approach has 
been regarded as the third methodological movement, alongside each of its component methods, 
qualitative and quantitative research, independently (Saunders, Lewis & Thornhill 2012). 
Nevertheless, to date, the combined use of quantitative and qualitative methods in the same study has 
not frequently been used in MICE sector research. 
 
Following on from the above, among the reviews assessing the state of halal tourism research, there 
are very few studies of halal tourism that have examined the topic using mixed-methods approaches. 
In addition, most reviews of these topics in tourism-related journals have examined the diversity of 
topics featured (e.g. Chandra 2014; El-Gohary (2016) rather than the spread of research methods. 
Exceptions include Demirel and Yasarsoy (2017) who evaluated the use of qualitative research in 
exploring consumer attitudes towards halal products, Wibowo and Ahmad (2016) on quantitative 
research regarding non-Muslim consumers’ halal food product acceptance model, and Yusof and 
Muhammad (2012) on Shari’a-compliant hotels in a Malaysia context case study. Despite these three 
studies employing different research approaches, each study emphasised the importance of examining 
halal-based research.  
 
3.2.1.3 Interview design and implementation 
 
As discussed above, the face-to-face interviews with these two groups of participants were carried out 
in order to ascertain levels of their knowledge about Islam and Islamic practices, and their opinions on 
the influence of Islam on hospitality and customer service standards in the identified sector. More 
specifically, this study involved conducting research on staff, seeking their views on the provision of 
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Muslim-friendly services and facilities, and the relationship between the quality of their work and 
their particular social, cultural and religious background. In addition, Muslim MICE customers were 
included in order to investigate their attitudes on MICE Islamic hospitality services, in particular their 
specific religious requirements (such as halal food, prayer rooms, bidet showers, etc.). As well as this, 
customer satisfaction with current MICE services, in as much as they are in accordance with Shari’a 
principles, were examined. Participants had the opportunity to express their own religious views, their 
knowledge about Islam, and their level of satisfaction with the services and facilities provided by 
MICE in this regard. 
 
The questions in the two researcher-administered interviews used in this study were created based on 
findings from the literature review, and observations in the MICE industry in Thailand. The interview 
questions for both staff and Muslim customers contain both open and closed questions, which are 
different in sections four and five respectively (see Appendix 3). The reason for including closed 
questions was that they decrease the potential for researcher variability, as they eliminate the problem 
of whether the interviewer has written down everything that the participant says, or misconceptions 
about the answers given (Bryman 2012). However, Buchanan and Bryman (2009) argue that the 
incorporation of open-ended questions allows for depth and richness in the responses, in which the 
participants can answer on their own terms, and are not obliged to respond in a way foisted on them 
by response choices (Creswell & Clark 2011). 
 
The first six interview questions relate to demographic background (gender, age, current country of 
residence, nationality, educational level, and profession) (see Appendix 3). There were then five 
open-ended questions relating to the religious beliefs and practices of the participants, followed by 
another 14 open-ended questions regarding their perception of any ways in which the MICE industry 
was already providing Islamic-specific amenities. Finally, section four had 16 closed-ended questions 
using a five-point Likert scale regarding customer satisfaction with services provided in MICE venues 
they were in, the participants were asked to indicate the level of satisfaction with services provided, 
‘5’ indicating ‘Excellent’, ‘4’ ‘Good’, ‘3’ ‘Fair’, ‘2’ ‘Not good’, and ‘1’ indicating ‘Poor’ (Bryman 
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2012). According to Walter (2013), the Likert scale is generally accepted among researchers because 
the distinctions among the levels of response are of comparable magnitude, and this type of question 
format can produce interval rather than nominal data. Moreover, it is likely to increase the 
accountability of data from these items to a wider variety of statistical analysis. 
 
The similar seven demographic questions were presented to the MICE staff as they were in the 
customer interviews, and again, nine open-ended questions were used in part two, relating to the 
religious beliefs and practices of the staff (see Appendix 4). However, the third section consisted of 
13 closed questions and only one open-ended question regarding staff knowledge of Islamic 
principles in the MICE industry. A further 16 closed questions in the fourth section were used asking 
participants to rate the services in the MICE industry in providing an Islamic friendly environment. 
The last section used open-ended questions to elicit their overall views regarding services in the 
MICE industry which are in accord which Islamic principles. 
 
Following the advice of Bryman and Bell (2011) and Sox et al. (2013), who suggest that before 
administering an interview a pilot interview should be conducted, the researcher chose a province 
which would not be included in the study, to test out the interview questions. These questions had 
already been examined by a few MICE professionals and Muslim policy makers in Thailand, and their 
feedback was incorporated. These pilot questions were given to 20 participants (10 MICE staff and 10 
Muslim customers) in a MICE venue hotel in Pattani, a Southern Thai town, to enable the researcher 
to modify or change certain questions as a result of feedback. The final version of the questionnaire 
was then used to interview the two key groups of stakeholders in the MICE industry in Songhkla, 
Krabi and Phuket. 
 
The researcher recorded all interviews using a digital voice recorder and took photos at venues when 
relevant activities occurred. The advantage of a digital voice-recording device is the recorded 
interviews can be stored, archived and transmitted electronically (Tieman 2011). The interview 
material was transcribed after all data was collected from participants. All data was transcribed and 
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translated by the researcher as recommended by Sox et al. (2013) that researchers should do at least 
some of their own transcribing work as a way of getting immersed in the data. Each interview was 
transcribed, taking an average of 10-14 hours per interview. The transcript sizes ranged from 6 to 12 
pages. The researcher found that transcribing consumed significant time and effort, however, it served 
as a useful tool to assist comprehension. 
 
This study complies with the Ethics Guideline Procedures addressed by Western Sydney University 
(WSU). Ethics approval and permission was sought and granted from the WSU University Ethics 
Committee prior to the data collection process in three selected MICE venues in Southern Thailand. 
Permission to carry out research in the MICE industry was requested from each venue management 
and information about the study and any associated risk or harm explained. Potential participants were 
also given information about the project and how their rights would be protected, if they agreed to 
participate. Consent forms and participant information sheets were provided at each site to the staff 
and Muslim customers. If they declined to be part of the project, the researcher immediately removed 
their details and there was no pressure, from either the researcher or the managers, for the potential 
participant to change their mind. The interview results will be presented or published if permission is 
not obtained before the start of the data collection. The collected information was used to represent a 
general picture of the MICE industry. The precise identify of each venue and the information gathered 
from the fieldwork, have been presented in a way which ensures anonymity, and no pictures were 
taken of participants which might identify them individually. 
 
3.3 Limitations of the study and/or obstacles overcome 
 
While I attempted to engage MICE customers from Muslim countries such as Saudi Arabia, UAE and 
Kuwait, at the site they were less willing to participate in this research. Consequently, my sample 
represents those Muslim visitors who were most willing, and these were mostly Malay people. Most 
local Muslims were happy to share their thoughts and experiences regarding the MICE industry and 
this may represent what Bernard and Gravlee (2015) found about the way an awareness of local 
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languages plays an important role in data collection. In the case of this study, the researcher was born 
and raised in Southern Thailand, with a Muslim community nearby. Thus, the skill of Southern Thai 
dialect becomes a strength of this study. 
 
3.4 Data analysis 
 
Since the purposes of this study was to examine religious beliefs and practices, and inner feelings 
about the role of religion in the lives of MICE staff and Muslim clientele using mixed methods 
approaches, data collected in this research was analysed using content analysis. The reason for 
utilising this research tool is that it not only allows for both qualitative and quantitative analysis but 
also provides a deeper understanding of human thought and language use (Allen 2017). Specifically, 
the qualitative interview responses were examined for manifest and latent content, and the results 
were also explored in conjunction with key variables and demographic trends that emerged from the 
quantitative components of the study. These processes are detailed below. 
 
3.4.1 Manifest and latent content 
 
Saunders, Lewis and Thornhill (2012) highly recommend that if interview data are going to be 
collected from 30 or more participants, data analysis should be done by computer. Hence, for this 
study quantifiable data from the closed-ended questions were compiled using the computer program 
Statistical Product and Service Solutions (SPSS), Version 20.0. Through this method, descriptive 
statistics on the data were entered, with data analysis giving summaries of the sample, using graphic 
representation and percentages.  
 
Then the qualitative data from open-ended interview questions were analysed using both manual 
coding and the NVivo software program (Bazeley 2013). The data was organised into principal 
themes and sub-themes. An analysis of the former and latter was performed by attempting to group 
the key issues in different ways in looking for similarities and differences between issues. Thematic 
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analysis was also used for identifying Muslim-friendly service requirements in the MICE industry, 
and what the MICE industry representatives understand about Muslim customers and their needs in 
the qualitative data from the open-ended questions. 
 
The interpretation of the qualitative data was undertaken by using thematic analysis as suggested by 
Buchanan and Bryman (2009). Firstly, the researcher carefully read the answers of open-ended 
questions in the interviews and completed the thematic analysis of the manifest content of the answers 
in each question. Manifest content contains explicit meaning – the implication that most people give 
to particular words and phrases (Riffe, Lacy & Fico 2014). Once the responses had been analysed in 
this way, the next step of the thematic analysis process was to determine appropriate and meaningful 
segments (McMurray, Pace & Scott 2004). As Bazely (2009) notes, meaningful analysis can only 
occur if a few essential conditions are met. These include a solid theoretical framework for the study, 
correct ‘naming of themes’, and integrating these themes into a broader context of the study. 
Thematic analysis is understood as the study of language in use and there are many different 
approaches to this (Gee 2014). This research considered the ‘content’ of the language being used, the 
themes, and issues being discussed over the course of interview conversations and the results were 
compared across the entire sample to identify key themes and sub-themes. 
 
Secondly, content categories were devised in order to communicate the findings more easily. Finally, 
participant responses were categorised and displayed in the form of a table. In line with thematic 
analysis, it is important to consider the reliability of the analysis. One of the major areas where 
thematic analysis can become flawed is when a number of people are coding the analysis – in that 
instance, reporting inter-coder reliability is suggested (Riffe, Lacy & Fico 2014). However, in this 
study the coding was carried out by the researcher, and therefore no inter-coder bias occurred. 
However, in order to reduce the subjective nature of the coding process where a single coder was 
used, the researcher’s supervisory panel were asked to review the coding of some early answers to 
ensure a consistent approach. 
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Finally, the qualitative data derived from interviews was compared and contrasted with the 
quantitative findings, so as to determine whether any of the key variables (such as gender, age, 
religion, job and/or education) had bearing on the themes that emerged. Through this process it 
became clear that religious identity, national identity, levels of religiosity and previous exposure to 
cultural diversity all shaped the way in which MICE staff and guests responded to Muslim-friendly 
service provision. These are the key issues that will be examined in the following chapters. 
 
3.5 Conclusion 
 
This study has been positioned within a mixed method approach to research, with both quantitative 
and qualitative questions being incorporated into interviews with MICE staff and clientele. As the aim 
of this study was to identify the specific requirements of Muslim customers in regard to services 
provided by the MICE industry, face-to-face interviews with participants in the three largest venues in 
Southern Thailand were carried out in order to ascertain levels of their knowledge about Islamic 
beliefs and practices, and their opinions on the influence of Islam on hospitality and customer service 
in the MICE sector. With respect to data analysis, the closed-ended questions were compiled using the 
computer program Statistical Product and Service Solutions (SPSS), Version 20.0, whereas the 
qualitative data from open-ended interview questions were analysed using both manual coding and 
the NVivo software program. An analysis of the former and latter was performed by grouping the key 
issues in different ways in looking for similarities and differences between issues. As this study 
incorporated qualitative data, thematic analysis was also used because it is understood as the study of 
language in use and there are many different approaches to this. The vast majority of the participants 
in this study openly physically displayed their religious beliefs and practices, and appeared to share 
their inner thoughts and feelings regarding an individualised approach to religious observance on their 
everyday lives in behaving, dressing, eating, and many other aspects of their lives according to 
religious principles. In addition to the mixed method approach adopted for accessing the views of 
MICE staff and Muslim customers, this technique helped the researcher to understand both Buddhism 
and Islam are different in all features of prescribing to religious observance for individuals, groups 
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and societies. This meant that these two groups of participants deliver their meaning and belonging 
within their culture and link them to a theoretical concept of diversity. As such, the power of ethnic 
diversity which likely makes catering to Muslim customers more complex has emerged from the 
interview data. Although this sociocultural phenomenon is not a new power which creates complexity 
in the current hospitality conditions in Thailand, as the growing Muslim MICE market increases 
demands in amenities which abide by Shari’a rules, a lack of understanding of Islam can lead to 
cultural tensions. Without employing mixed methods research, understanding the cultural 
backgrounds of individuals, families and communities, which is crucial to this study, a full awareness 
of the current customer service in MICE venues and the exact requirements of Muslim customers 
would not be achieved. These trends are unpacked in Chapters 4, 5 and 6 respectively. 
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CHAPTER 4 
KNOWLEDGE OF ISLAM AND ITS INFLUENCE ON HOW MUSLIM-
FRIENDLY SERVICES ARE DELIVERED AND RECEIVED 
  
4.1 Introduction 
 
Chapter 3 explained the research methods used in this study and introduced some of the demographic 
features of the research participants. This chapter looks at key findings that emerged from an analysis 
of both quantitative and qualitative data collected from interviews with MICE staff and customers. In 
particular, it focuses on the comparison of the similarities and differences in views between the 18 
Buddhist and 44 Islamic staff, and the 31 local and 31 international Muslim customers that took part 
in the research. Interviewees were asked about their awareness of Islamic principles, and their 
perceptions of the halal amenities provided to accommodate Muslims in the MICE industry. 
 
The results revealed that although it is not clear why there were only slightly different views 
expressed by Buddhist and Muslim staff when asked to rank their knowledge of Islam, Islam is 
generally regarded as a significant set of beliefs and practices in Muslim lives. Even though Islam is 
part of a universal structure to which Muslims have access, the Muslim staff participants in this study 
come from various cultural communities and it is impossible for them, both as observant and non-
observant Muslims, to think, behave and act in exactly the same Islamic way. Indeed, many 
participants displayed individualised approaches to their beliefs, situating themselves as interpreter 
and utiliser of a religious tradition with which they can make sense of their lives. 
 
Although Islamic faith is an important force in the lives of the Muslim customers in this study, there 
were also varying degrees of Islamic religiosity expressed by them when it came to discussing their 
expectations regarding Islamic hospitality services and facilities. Regarding the qualitative findings, it 
was not clear why Muslim participants who had travelled from overseas were, in general, far less 
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demanding than local Muslims in regard to their expectations of Muslim-friendly services, and it was 
interesting to note that it was the local female participants who expressed a strong wish for more 
services. This could be because visitors to Thailand are anticipating a change of environment, whereas 
local Muslims (very much a minority group in their own country) appear, on the surface, to be stricter 
in their religious requirements and somewhat less tolerant than the international Muslim participants. 
These local participants were more keen to see an environment which is visibly Islamic. It was also 
not clear whether the views of the exclusively female local participants, were representative of their 
male counterparts. This is an issue that will be examined in more detail in Chapters 5 and 6.  
 
Before moving onto a discussion of these results, it should be noted that this chapter is organised 
around central ideas relating to participant understandings of Muslim requirements and the provision 
of halal services and facilities in MICE venues. The views that are explored here are not necessarily 
representative of all MICE venue staff, nor for that matter, all Thais or all Muslims. While awareness 
of Islamic beliefs and practices was measured through quantitative questioning, which relied on pre-
established categories, responses to those questions and to the open-ended components of the 
interviews reveal the complex and individualised thinking participants were engaged in with respect 
to religion. The chapter will now examine some of those ideas, starting with the quantitative findings 
that emerge from closed questions and the qualitative results of the open-ended interviews. The 
findings of preliminary data analysis, which reveals the demographic profile of participants in this 
study will be addressed first in Section 4.2, followed by Section 4.3 on the awareness of Islamic 
beliefs and practices. Further, Muslim customers’ beliefs and practices, and evaluating Muslim-
friendly service provision in MICE will be outlined in Sections 4.4 and 4.5, and finally, the 
satisfaction level of Muslim customers regarding services provided by MICE venues will be presented 
in Section 4.5. 
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4.2 Research sample 
 
This section focuses on the research sampling and it is divided into three parts: the ideal sample, the 
recruitment of interviewees, and the sample that resulted.  
 
4.2.1 The ideal research sample 
 
In conducting this study looking at the perspectives of staff in the MICE sector and Muslim clientele, 
the researcher set out to interview 60 Buddhist and Muslim staff and 60 domestic and international 
Muslim MICE customers. To ensure a diversity of opinion, a balance of men and women of different 
ages was also sought to take part. As this study was to ensure that all participants, especially Muslim 
customers, were able to experience the MICE hospitality services offered with an understanding of 
whether they were in accordance with the religious beliefs of Muslim customers, this group of 
samples were set out with age limited to those 18 years and above. It should be noted that due to 
national labour regulations in Thailand, MICE workers generally are aged above 20 years old. To 
ideally facilitate a range of opinions and experiences, the interviews were carried out in the three 
largest MICE venues in three provinces in Southern Thailand (Songhkla, Krabi, and Phuket), each of 
which have a substantial MICE Industry. As a result of the recruitment, 62 MICE staff and 62 MICE 
customers took part in the study. Of these staff, 18 were Buddhist and 44 were Islamic staff, whereas 
of the customers, 53 were male and 71 were female. As Muslim staff were more willing to participate 
in this study than the Buddhists, the participants happened to split into the numbers outlined. The 
reason why some Buddhist staff were unwilling to be interviewed is because they felt unconfident to 
answer questions regarding Islamic beliefs and practices. It should be noted that the researcher had a 
deliberate strategy to recruit MICE staff, both Muslim and Buddhist, as well as Islamic customers, 
both locally and internationally, by setting out each sub-group to 30 participants.  
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4.2.2 Recruitment of interviewees 
 
Potential Muslim customer interview participants were identified by the researcher approaching them 
when they were registering for events, sitting in public areas, or waiting for seminars at the three 
MICE venues at the centre of this study. There was no other obvious way of obtaining a selected-
based sample of Muslim MICE customers. The purposive sampling approach was also used for the 
frontline staff samples, where they worked, with the researcher notifying potential participants via the 
employers of the venues and scheduling specific interview times. 
 
As Walliman (2006) and Bryman (2012) explain, in the area of organisation studies, convenience 
sampling is very common and indeed is more prominent than other sampling in relation to probability 
sampling. Social research is also frequently based on convenience sampling. It therefore seemed 
obvious that this was the best way to obtain a random sample of Muslim MICE customers (Saunders, 
Lewis & Thornhill 2012). 
 
Consistent with non-probability sampling above, a purposive sample (Blaikie 2010) was also used in 
this study with three provinces in Southern Thailand selected as research areas: Songkhla, Krabi, and 
Phuket. These provinces are popular tourism destinations and are regarded as key MICE destinations 
(TCEB 2017). Each province was selected due to there being a greater number of potential 
participants among the staff and customers. Creswell (2014) recommends 40 or more at each site, a 
sample of approximately 20 Muslim customers and 20 staff were selected amounting to total 120 
samples. Permission to carry out research in these venues was requested from each venue 
management and information about the study and any associated risk or harm explained. Potential 
participants were also given information about the project and how their rights would be protected, if 
they agreed to participate (see Appendix 1 and 2). 
 
The researcher provided the staff and Muslim customers with consent forms and participant 
information sheets at each site. If they declined to be part of the project, the researcher immediately 
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removed their details and there was no pressure, from either the researcher or the managers, for the 
potential participant to change their mind. After interviews had been conducted, participants were 
offered the opportunity to remain in contact with the researcher via email or telephone. This also 
allowed the researcher to clarify any points that were not clear. 
 
The collected information was used to represent a general picture of the MICE industry in terms of the 
staff profiles at each venue. The precise identity of each venue and the information gathered from the 
fieldwork have been presented in a way which ensures anonymity, and no pictures were taken of 
participants which might identify them individually. 
 
4.2.3 Demographic profiles of interviewees 
 
The demographic profile of the 20 MICE staff from Songkhla who took part in research interviews 
(see Table 4.1) showed that female participants were in the majority and that the largest age group 
among this sample segment were 31–35 years (25%), followed by those aged 41–45 years. As could 
be expected, since all participants were Thai, most staff in this study (75%) identified themselves as 
Buddhist, whilst a quarter of participants (25%) reported that they followed Islamic principles. 
 
The findings also showed that half of the MICE staff from Songkhla had obtained a bachelor’s degree, 
20% were senior high school graduates, 15% had received a diploma, and 15% a Masters 
qualification. Over a quarter of these participants (35%) indicated that they were working as facility 
service providers, and 20% and 15% were working in administration (including as secretaries) and 
sales and marketing respectively. With respect to work experience, half of the participants (50%) 
indicated that they had been working in the venue in Songkhla for 1–5 years, and less than half of 
participants (40%) reported working at the venue for 6–10 years. 
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By comparison, of the 20 MICE staff from Krabi who took part in the study, 57.1% were female, 
whereas 42.9% of their counterparts were male (see Table 4.2). This cohort was also a little younger 
with most (28.6%) aged between 26–30 years. 
 
Interestingly, in stark contrast to the interviewees from Songhkla, the vast majority of the participants 
(90.5%) from Krabi identified as Muslim, and only a few of their counterparts (9.5%) were Buddhist. 
With respect to educational attainment, 38.1% of participants from Krabi reported that they completed 
a bachelor’s degree, followed by 28.6% of participants who had obtained senior high school and 
diploma qualifications. 
 
Table 4.1 Demographic profile of MICE staff in Songkhla 
Variable (n = 20) n (%) Variable (n = 20) n (%) 
Gender   Education  
Male 14 (70.0) Senior high school 4 (20.0) 
Female 6 (30.0) Diploma 3 (15.0) 
  Bachelor 10 (50.0) 
Age  Masters 3 (15.0) 
18–25 3 (15.0)   
26–30 2 (10.0) Position   
31–35 5 (25.0) Administration (including secretaries) 4 (20.0) 
36–40 3 (15.0) Sales and Marketing 3 (15.0) 
41–45 4 (20.0) Events coordinator 1 (5.0) 
46–50 2 (10.0) Organizer/Meeting planner 2 (10.0) 
>50 1 (5.0) Accounting/Finance 2 (10.0) 
  Facility services 7 (35.0) 
Nationality  Security 1 (5.0) 
Thai 20 (100.0)   
  Years of working in this venue  
Religion  <1 1 (5.0) 
Islam 5 (25.0) 1–5 years 10 (50.0) 
Buddhism 15 (75.0) 6–10 years 8 (40.0) 
  More than 10 years 1 (5.0) 
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With regards to the positions that the MICE staff from Krabi held, the highest number of participants 
(38.1%) were working in administration (including secretaries), followed by 19% of their counterparts 
in food and beverage, and 14.3% of staff working in public relations (PR) or communications. 
Furthermore, most of participants (71.4%) reported that they have worked in this venue around 1–5 
years, whereas less than a quarter of their counterparts (23.8%) have worked less than 1 year. 
 
Table 4.2 Demographic profile of MICE staff in Krabi 
Variable (n = 21) n (%) Variable (n = 21) n (%) 
Gender   Education   
Male 9 (42.9) Senior high school 6 (28.6) 
Female 12 (57.1) Diploma 6 (28.6) 
  Bachelor 8 (38.1) 
Age  Masters 1 (4.8) 
18–25 3 (14.3)   
26–30 6 (28.6) Position  
31–35 4 (19.0) Administration (including secretaries) 8 (38.1) 
36–40 2 (9.5) Sales and Marketing 2 (9.5) 
41–45 3 (14.3) PR/Communication 3 (14.3) 
46–50 1 (4.8) Events coordinator 1 (4.8) 
>50 2 (9.5) Facility services 2 (9.5) 
  Food and beverage 4 (19.0) 
Nationality  Cleaner 1 (4.8) 
Thai 21 (100.0)   
  Year of working in this venue  
Religion  <1 5 (23.8) 
Islam 19 (90.5) 1–5 years 15 (71.4) 
Buddhism 2 (9.5) 6–10 years 1 (4.8) 
 
The demographic profile of the 21 MICE staff in Phuket who took part in research interviews (see 
Table 4.3) showed that two-thirds of participants (66.7%) were female, whereas one-third (33.3%) 
were male. In addition, the largest age group among participants was 18–25 years (23.8%), followed 
by 31–35 years (19.0%), and 46–50 years (14.3%) respectively. Although all participants in this study 
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reported that they were Thai, 95.2% among this group of participants replied that they were Muslims, 
whilst only 4.8% of their counterparts indicated their religion as being Buddhist. 
 
Table 4.3 Demographic profile of MICE staff in Phuket 
Variable (n = 21) n (%) Variable (n = 21) n (%) 
Gender   Education  
Male 7 (33.3) Senior high school 1 (4.8) 
Female 14 (66.7) Diploma 1 (4.8) 
  Bachelor 17 (81.0) 
Age  Masters 2 (9.5) 
18–25 5 (23.8)   
26–30 1 (4.8) Position  
31–35 3 (14.3) Administration (including secretaries) 7 (33.3) 
36–40 4 (19.0) Sales and Marketing 5 (23.8) 
41–45 4 (19.0) Events coordinator 2 (9.5) 
46–50 3 (14.3) Organizer/Meeting planner 4 (19.0) 
>50 1 (4.8) Accounting/Finance 1 (4.8) 
  Facility services 1 (4.8) 
Nationality  Security 1 (4.8) 
Thai 21 (100.0)   
  Year of working in this venue  
Religion  <1 5 (23.8) 
Islam 20 (95.2) 1–5 years 11 (52.4) 
Buddhism 1 (4.8) 6–10 years 5 (23.8) 
 
The findings also showed that the vast majority of participants (81.0%) graduated from universities, 
with only a small number of their counterparts (9.5%) having completed a master’s degree. With 
regards to the work responsibilities of MICE staff, one-third of participants (33.3%) were working in 
administration (including secretaries), followed by 23.8% of their counterparts in sales and marketing, 
and 19.0% of staff working as an organiser/meeting planner. With respect to working experience in 
this venue, the majority (52.4%) of participants replied that they had been working in the venue in 
Phuket for 1–5 years, whereas less than half 40% of their counterparts reported working in the venue 
either less than 1 year or 6–10 years. 
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With regard to the 20 Muslim customers interviewed in Songhkla, there was little difference regarding 
gender, with slightly more than half of participants (55%) identifying as female, and less than half 
(45%) identifying as male (see Table 4.4 for a full demographic breakdown). Further, over a quarter 
of participants (30%) indicated their age as being 31–35 years, followed by 25% for 26–30 years, and 
15% for both 36–40 years and those over 50 years. Without a doubt, since this study was designed to 
collect data from both local and international MICE customers in equal numbers, both sets of 
participants (locally 50% and internationally 50%) were recruited. With respect to participant 
nationalities, all local participants were Thai, whereas all international participants were Malay.  
 
Table 4.4 Demographic profile of MICE customers in Songkhla 
Variable (n = 20) n (%) Variable (n = 20) n (%) 
Gender   Nationality   
Male 9 (45.0) Malaysian 10 (50.0) 
Female 11 (55.0) Thai 10 (50.0) 
    
Age  Education  
26–30 5 (25.0) Senior high school 3 (15.0) 
31–35 6 (30.0) Diploma 2 (10.0) 
36–40 3 (15.0) Bachelor 8 (40.0) 
41–45 1 (5.0) Masters 5 (25.0) 
46–50 2 (10.0) Doctorate 2 (10.0) 
>50 3 (15.0)   
  Profession  
Current country  Government sector employee 11 (55.0) 
Malaysia 10 (50.0) Private sector employee 2 (10.0) 
Thailand 10 (50.0) Running a business 6 (30.0) 
  Homemaker 1 (5.0) 
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The findings also showed that less than half of participants (40%) graduated from universities, 
whereas 25% of participants completed a master’s degree. In regard to the employment of Muslim 
participants in this study, just over half of participants (55%) were working in the government sector, 
followed by over a quarter of participants (30%) working as a business owner, and a small number of 
Muslims (10%) currently employed in the private sector. 
 
The demographic profile of the 20 Muslim customer participants from Krabi are presented in Table 
4.5. There was a small difference between female and male participants, with 55% of the former to 
45% of the latter. Additionally, over a quarter of participants (35%) indicated their age as being 18–25 
years, followed by 30% and 20% for those aged 46–50 years and 41–45 years respectively. As with 
the last case, both local and international customers were recruited in equal numbers, with local 
participants at 50% and international participants at 50%. With respect to participant nationalities, as 
could be expected, all local participants were Thai, and the international participants were Malay.  
 
Table 4.5 Demographic profile of MICE customers in Krabi 
Variable (n = 20) n (%) Variable (n = 20) n (%) 
Gender   Nationality   
Male 9 (45.0) Malaysia 10 (50.0) 
Female 11 (55.0) Thailand 10 (50.0) 
    
Age  Education  
18-25 7 (35.0) Senior high school 7 (35.0) 
41-45 4 (20.0) Bachelor 12 (60.0) 
46-50 6 (30.0) Doctorate 1 (5.0) 
>50 3 (15.0)   
  Profession  
Current country  Government sector employee 3 (15.0) 
Malaysia 10 (50.0) Private sector employee 3 (15.0) 
Thailand 10 (50.0) Running a business 6 (30.0) 
  Homemaker 1 (5.0) 
  Student 7 (35.0) 
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The findings also showed that over half of participants (60%) graduated from universities, whereas 
over a quarter of participants (35%) were high school graduates. In regard to the employment of 
Muslim participants, it was not expected that 35% of participants reported that they were currently 
university students, whereas slightly over a quarter of Muslim customers (30%) reported themselves 
as running their own business. A small number of participants (15%) were employed in either the 
government or private sector. 
 
The 20 Muslim customer participants from Phuket were asked to indicate their personal demographic 
background (see Table 4.6). There were significant differences regarding participants’ gender, the 
majority of Muslim customer participants in Phuket (77.3%) were female, whereas less than a quarter 
of participants (22.7%) were male. Further, just over half of participants (54.5%) replied that they 
were around 41–45 years, with slightly over a quarter (27.3%) indicated their age as being 46–50 
years. With respect to participant nationalities, all local participants were Thai, whereas less than half 
of international participants (45.5%) were Malay, and a small number (9.1%) of participants were 
French.  
 
The findings also showed that the vast majority of participants (95.5%) graduated from universities, 
whereas a small number of participants (4.5%) were diploma graduates. With respect to the 
employment of Muslim participants, over a quarter of participants (36.4%) regarded themselves as 
being a business owner, followed by 31.8% of Muslim customer participants reporting that they run 
their own business, and a small number of participants (13.6%) worked in the private sector. 
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Table 4.6 Demographic profile of MICE customers in Phuket 
Variable (n = 22) n (%) Variable (n = 22) n (%) 
Gender   Nationality   
Male 5 (22.7) Malaysian 9 (40.9) 
Female 17 (77.3) Thai 11 (50.0) 
  French 2 (9.1) 
Age    
18–25 1 (4.5) Education  
31–35 1 (4.5) Diploma 1 (4.5) 
36–40 1 (4.5) Bachelor 21 (95.5) 
41–45 12 (54.5)   
46–50 6 (27.3) Profession  
>50 1 (4.5) Government sector employee 2 (9.1) 
  Private sector employee 3 (13.6) 
Current country  Running a business 8 (36.4) 
Malaysia 10 (45.5) Homemaker 2 (9.1) 
Thailand 10 (45.5) Business owner 7 (31.8) 
France 2 (9.1)   
 
4.3 Awareness of Islamic beliefs and practices  
 
MICE staff participating in the research were asked to assess their level of Islamic knowledge. 
Somewhat surprisingly, there were not significant differences between the Muslim and Buddhist 
interviewees’ self-reported knowledge of Islam (see Table 4.7): both sets of participants admitted to 
only partially understanding Islam, with 27.8% of Buddhist staff and 31.8% of Muslim staff 
conceding they had ‘limited knowledge’, and at the other end of the spectrum 4.5% of Muslim staff 
and 5.6% of Buddhist staff considering themselves ‘very knowledgeable’. 
 
As Islam is generally regarded as a guiding force for Muslim lives, it was surprising to see such 
similar clustering of responses between the two groups. However, it should be noted that a significant 
percentage of Muslim staff interview participants (65%) indicated that they were not familiar with 
more detailed Islamic teachings. Furthermore, 45% admitted to trying to improve their awareness of 
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the Quran from social media, as well as from Muslim scholars, religious leaders and friends. This may 
be why the Muslim staff did not rate their knowledge of Islam more highly. The similarity in results 
may also represent the general characteristic of Thai people not to self-promote (Nilsen 2012), and as 
the participants had only just met the researcher, they may have wanted to appear ‘modest’ in rating 
their own level of Islamic knowledge. 
 
Table 4.7: MICE staff self-reported knowledge of Islam (N=62) 
Self-reported knowledge 
of Islam 
 
Muslim staff (n=44) 
n (%) 
Buddhist staff (n=18) 
n (%) 
No knowledge at all 2 (4.5) 2 (11.1) 
Limited knowledge 14 (31.8) 5 (27.8) 
Partial Understanding 19 (43.2) 8 (44.4) 
Knowledgeable 7 (15.9) 2 (11.1) 
Very knowledgeable 2 (4.5) 1 (5.6) 
 
That said, there were more significant differences between the two staff cohorts when it came to 
questions about specific Islamic principles relevant to the MICE sector. While these are discussed in 
more detail below, it was clear that on a number of points, Muslim staff had a more detailed 
understanding of Islamic beliefs, particularly halal. For instance, they expressed the opinion that the 
term halal is part of Islamic law which refers to the way to eat, to live and carry out everyday 
activities. These general trends were also reflected in some of the qualitative responses from 
participants, which are discussed in more detail below. 
 
4.3.1 Buddhist staff knowledge of Islamic beliefs and practices 
 
As religion is regarded as having a cultural component which plays a vital role in human perspectives 
and behaviours (Khareng, Awang & Machae 2015), understanding the cultural backgrounds of 
individuals, families and communities is crucial when people of different religious beliefs live, and in 
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this case, work together (Kautish 2012). Whilst the vast majority of Buddhist participants conceded 
that they have a limited understanding of Islam, and have never tried to learn about it, they 
nevertheless appeared to have a favourable opinion of the religion. 
 
Despite the fact that Islam and Muslims play a daily role in the lives and work of the Buddhist 
participants, the vast majority of the participants indicated that they lacked opportunity to learn more 
about Islam. Two Buddhist participants from Songkhla reported that:  
 
In the context of south Thailand, this venue has been used to organise a number of events 
relating to Islamic education and halal products. However, as a venue manager I have had few 
opportunities to learn about Muslim beliefs and practice. It is hard for me to describe the law 
of Islam and its obligations. I truly believe that there are thousands of Thai Buddhists who, 
like me, see Islam as a way of life for a particular group and a universal religion practiced in a 
multiracial society. (SKB 6) 
 
Although I grew up in a Muslim community in Narathiwat province, which is near the border 
of Malaysia, and have worked alongside many Muslim colleagues and customers, I do not 
know very much about Islamic texts and traditions. I trust that it is not only me, but also most 
non-Muslim staff in the MICE sector who do not understand why Muslims follow Shari’a law 
and only eat halal food. (SKB 8) 
 
The comments above clearly show that even though the participants have worked in Songkhla, where 
about a quarter of the population are Muslim, the knowledge of Islam is remarkably low. This finding 
was not dissimilar to the result regarding Islamic awareness which will be discussed in the 
quantitative section (4.3.1). 
 
In regard to being able to explain the meaning of Islam, Shari’a and halal, relatively few Buddhist 
participants were able to do so, as the following two accounts show: 
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I am a local Thai Buddhist and come from an educated family, surrounded by good people, 
including Muslims. Living in the Muslim community, I am not only familiar with the call to 
prayer, but have also learned something about Islam from my neighbours and the news in 
mainstream media, such as newspapers and television. Although I do not know much about 
Shari’a and halal, I am aware that Islam as a religion requires its followers not only to try very 
hard to recite the Quran, but also to pray five times a day. (PKB 1) 
 
My grandparents and relatives have lived in a small, peaceful Muslim-majority suburb in 
Yala in south Thailand for more than five decades, but I moved from there when I was sixteen 
after the separatist-linked bombings in 2004. I have been employed at this venue for four 
years and think MICE staff do not need to know everything about Islam, although they should 
have some basic knowledge about it. As the religion is very detailed; I still do not know a lot 
about Muslim beliefs and practices. I think the definition of Islam is a religion that relates to 
God-centred beliefs which Islamic believers must strictly follow as a religious duty. (KBB 1) 
 
Although the Buddhist participants have a basic understanding of Islamic culture, they were 
unfamiliar with the requirements of Shari’a and halal. There was however greater awareness of the 
significance of externalised rituals like prayer and dress: 
 
From my point of view as a Buddhist, even though Muslims differ widely, they generally 
believe that everything was brought into existence by God. They also believe in a single 
interpretation of Islamic principles and all aspects of their lives are subject to Islamic 
doctrines. On this basis, prayer is regarded as being of the utmost importance for Muslims as 
it not only allows them to have a close relationship with God but also connects them to their 
ethnic and religious identity and historical background. (KBB 2) 
 
I have been working with Muslims for a decade and have found that for some religious 
females, wearing the hijab in public is a substantial Islamic signifier and for some strictly 
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Muslim men, growing a beard is a symbol of being a believer. Some have even told me this. 
(SKB 12) 
 
Another Buddhist participant from Phuket, where Muslims make up only about 17% of the population 
(Liamputtong 2014), emphasised that he believes Islam is a total belief system which influences 
Muslims’ daily activities: 
 
I began to learn about Islamic beliefs not long after I moved to work here and was able to 
observe the behaviour of Muslim colleagues and customers. I think that Islamic teachings 
dominate in their sense of identity. Since their understanding of Islam is in harmony with 
fundamental Thai values, the Muslim favoured traditions are similar to the majority of Thai 
citizens; for example, smiling, speaking softly, being tolerant, and even ways to eat. They 
enjoy eating som tum (green papaya salad) and fried chicken with sticky rice or cooked rice, 
which are regarded as famous dishes originating from the north-eastern region of Thailand. 
(PKB 1) 
 
In regard to the above observations, the researcher notes that Thai values such as smiling, speaking 
softly and so on are regarded as the national culture in the ideology of ‘Thainess’ or the Thai way. 
Because these Muslim Thais are living in a country which shares some basic norms (such as non-
aggressive behaviour) with the teachings of Islam, the difference between Muslims and Buddhists is 
identified by these participants as not being extreme. This is an issue that will be examined in more 
detail in Chapter 5. Before this, it is pertinent to examine the Muslim staff responses about their 
knowledge of Islam. 
 
4.3.2 Muslim staff knowledge of Islamic beliefs and practices 
 
As would be expected, most Muslim staff were more knowledgeable about Islamic beliefs and 
practices than their Buddhist counterparts and tended to naturalise this knowledge, with the large 
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majority stating that since Islam is straightforward and that it is not difficult to carry out one’s duties 
as a Muslim. Two participants acknowledged that: 
 
As a child, I was blessed to grow up surrounded by a number of remarkable people, especially 
my grandparents. I was not only sent to a local religious school, but also every night before 
going to bed I read bits of Arabic grammar with my mother. However, my instruction of 
Islam was superficial at school and I do not understand much about the details of the holy 
book. I remember our teacher did say that, technically, Islam is salaam, which means peace, 
and that it is just a normal religion like every religion in which the believers practice good 
deeds. (PKM 4) 
 
I come from a poor family in Pattani, a religious province in southernmost Thailand, which 
used to be seen as ‘Singapore of Southeast Asia’. When I was young I learned about Islam at 
a local Islamic school (known as pondok) and listened to stories on the radio and other 
sources of news, particularly Islamic school brochures. From when I became a teenager until 
now, I have not had time to study Islam. However, from what I understand, the root words of 
Islam come from Arabic letters which imply that we must submit or surrender to Allah’s will 
and obey his commands. On this basis, I not only publically worship him, but also pray in 
private. (SKM 3) 
 
A self-identifying moderately religious participant, born in Satun which is a Muslim-majority 
province in south Thailand, reflected on Islam as primarily promoting values and morals, stating that: 
 
I was raised in a peaceful Muslim-majority province, so I culturally identify as a Muslim, but 
I am not observant in the traditional sense. Although I did not have an opportunity to attend 
any Islamic classes, I did learn some basic knowledge about Islam but only superficially from 
my father. Islam for me is about practicing good thoughts and words on a daily basis rather 
than counting how many times a day you pray. (SKM 1) 
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It would appear from the above interview that although the participant takes very little part in 
religious rituals, he still has a sense of respecting God without the need for strict adherence to all 
Islamic rules. 
 
Two Muslim participants who now work in Krabi, but were both born in Narathiwat, a province in 
Southern Thailand where Buddhists make up a small majority (18%), received instruction in Islam 
from a young age. The first one stated that: 
 
I officially started studying Islam when I was seven years old. I not only learned about it from 
an Islamic school near my home, but I studied it on my own through sacred books and related 
sources. As a Muslim I regard Islam as a way of life, and a Muslim life as a reflection of 
Islam. This means life is not about what we achieve, but about what we leave behind in the 
way of good for others. Hence, finding the purpose of the true Islamic way of life does not 
only involve obeying Shari’a law by eating halal food and so on, but also being of service to 
others. (KBM 4) 
 
The second male participant from Narathiwat explained: 
 
My father graduated from a university in Egypt and became one of the Islamic gurus in my 
hometown. I absorbed a lot from his expertise and sometimes I still hear his voice when I 
speak. He taught me that Islam is the only religion that has its own system of law (Shari’a) as 
a religious duty which guides all aspects of our life, including daily routines, religious 
obligations, and financial dealings. He also explained that halal, which means lawful, is 
directly related to Shari’a, which acts as a guideline for Muslims who should not indulge in 
alcohol, pork, gambling, pornography, and other Islamic prohibitions. (KBM 2) 
 
Based on the above interview statements, the researcher observed that Muslim participants see Shari’a 
law as playing a vital role in the life of the participants, and that they are committed to their religion.
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A young female interviewee in Phuket, whose father was Muslim and mother Buddhist, explained that 
the real essence of being a Muslim can only be achieved by acquiring Islamic knowledge, expressing 
it thus: 
 
For all Muslims, to know the prophet Muhammad is to know Islam. On this basis, knowing 
the true meaning of Islam by taking the time to study the Quran, and to read about the life of 
Muhammad is of paramount importance. Islam is in fact a way of life, so every Muslim has 
two principal duties: towards God and towards humanity. In particular, our duty towards God, 
means Muslims must follow Shari’a law, which is outlined in the Quran and the Sunnah (the 
sayings, practices and teachings of the Prophet Muhammad). However, non-Muslims are not 
expected to obey it even in some Muslim countries where Shari’a is officially law. (PKM 7) 
 
The findings from the above seven interviews with Muslim participants reflect the broader findings 
that although 90% of the participants did expect strict adherence to Islamic principles in order to be 
considered a devout practicing Muslim, 10% were less committed (e.g. do not pray or go to a mosque 
regularly). The four Buddhist participants (SKB 6, SKB 8, PKB 1 and KBB 1) regard Islam as a duty 
for Muslims and something which followers of Islam are supposed to practice. To better understand 
how Islam influences both Buddhist and Muslim participants to become aware of Islamic beliefs and 
practices, more attention needs to be given to participant awareness of Muslim requirements. 
 
It is evident from these interviews that there are core beliefs and practices (such as worshipping God, 
the importance of honesty, truthfulness and kindness and so on), which the vast majority of Muslim 
participants believe are an essential part of Islam, even though clearly such characteristics are not 
unique to Islam and likewise not all Muslims practice honesty, truthfulness, kindness and so on. 
However, Buddhist participants observed that for Muslims, prayer is considered as a sort of spiritual 
loyalty test for true Islamic believers, as well as a public religious display. To gain a fuller picture of 
how the MICE industry is situated in regard to Islamic awareness, the next section reveals the views 
of Muslim customers in regard to Islam. 
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4.4 Muslim customers’ beliefs and practices 
 
Section 4.3 explored existing levels of knowledge among Buddhist and Muslim MICE staff about 
Islam. This section looks at the role played by Islam in the lives of Muslim customers, both locally 
and internationally. Three central talking points emerged from the interview data: the importance of 
Shari’a law and halal as stipulated by Islam, whether there is a difference between Shari’a and halal, 
and the influence that both of these have on the life of participants. These ideas are discussed below. 
 
As outlined in Chapter 2, Shari’a law is viewed by Islamic believers as incorporating the entire set of 
principles and rules of Islam, under which they are required to live their lives. Likewise, they have to 
observe the halal guidelines, a component of Shari’a, in order to ensure that their actions and 
behaviour are in line with Allah’s teachings (Sulaiman, Sabian & Othman 2014). It is evident from 
the response derived from the interview data regarding the point ‘Shari’a law and halal as stipulated 
by Islam’, that most participants could not explain the meaning of Shari’a. For the questions relating 
to halal, the vast majority stated that Muslims choose to eat halal food because it meets the strict 
requirements stipulated by Islam regarding food consumption. The following comments from two 
participants (one from Thailand, the other international) illustrate the above points: 
 
I do not know what Shari’a is. I only know that all my everyday activities are controlled by 
halal, especially food intake. I myself know very little about halal, especially ways of cooking 
food, as these activities are very detailed, particularly regarding the preparation of ingredients 
before cooking that are concerned with the matter of cleanliness. (KB 4) 
 
I am not sure about the meaning of Shari’a, but I know that halal refers to food that is 
permissible to consume according to Islamic principles. For me, if any Muslim understands 
Islamic rules, this system is not difficult to practice. (PKI 6) 
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Interestingly, two university-educated female Malaysian participants from Songkhla expressed the 
opinion that the terms Shari’a and halal are similar in meaning: 
 
I think Shari’a and halal have the same meaning, as they both refer to any object or action 
which a Muslim is allowed to use or engage in, according to Islamic guidelines. (SKI 8) 
 
I consider Shari’a and halal to mean the same thing, and they influence every aspect of my 
Muslim life. For instance, as a Muslim, I cannot have sex outside of marriage because it goes 
against halal. (SKI 4) 
 
Other participants, all university graduates, reported that Shari'a is Islamic law and is automatically 
embraced by every Islamic follower from the day of birth. If any Muslim violates this law they will be 
punished. With respect to halal, the participants explained that it refers to that which is permissible 
and can also refer to all aspects of an Islamic life directed by the teachings of Islam. They pointed out 
that halal goes far beyond food, as it also relates to personal and moral conduct, and criminal as well 
as civil justice. In turn, the word, ‘haram’ means the opposite of halal, as the following three female 
participant accounts (two local and one international) show: 
 
Shari'a is Islamic law that every Muslim must follow, whilst halal is the part of that law which 
refers to an Islamic way of life, not only food; but it includes financial and other matters as 
well. These two words can be found in holy books of Islam, including words that were spoken 
by God. (SK 5) 
 
I think Shari’a refers to Islamic rules, while halal is incorporated within these rules and refers 
specifically to all aspects of Muslim lives, i.e. the way to eat, to live and carry out day-to-day 
activities. However, any activities that are not halal, and are forbidden, are referred to as 
haram. (PKI 10) 
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For me, Shari’a means Islamic guidelines, whereas halal covers matters relating not only to 
food and beverage but everything regarding Islamic daily life. In contrast, activities that are 
not allowed in Islam, are called haram. (SK 1) 
 
It is evident that the participants vary in their understanding of the meaning of Shari’a, whilst they 
have abundant knowledge regarding halal. It is interesting that although the majority could not explain 
what Shari’a is, they appear not to have faced any difficulties following Islamic practices. Keeping 
this in mind, and with regard to the interviews, the following ideas emerged from the central point of 
data on ‘Muslim customers’ beliefs and practices’, showing how Shari’a and halal, as Islamic rules, 
have played a significant role in the lives of participants. 
 
Muslims generally base their knowledge and understandings of the teachings of Islam on Shari’a and 
halal, the functions of which have remained unchanged: to guide Muslims to God, to make them 
aware of him, and to worship him alone (Muhamad & Mizerski 2013). On this basis, Islamic 
followers believe that Shari’a and halal both come from the same source (God), carry the same 
message, and were revealed in truth. The interviews conducted during this study clearly show that 
some participants viewed these two words as covering all Islamic rules. This can be seen in the 
following two accounts from female participants (one local and one international): 
 
I think Shari’a and halal serve to guide mankind in all walks of life: spiritual, temporal, 
individual and collective. They contain directions for the conduct of a Muslim life, relate 
stories and parables, describe the attributes of God, and speak of the best rules to follow in 
one’s social life. They provide guidance for every Islamic follower anywhere and at any time, 
from how to conduct business transactions to correct toilet procedures. (SK 3) 
 
For me, Shari’a and halal are based upon the teachings of the Quran as well as the instruction 
and example of Muhammad: these rules exist because either he commanded them or he led by 
example in his observance of them. (KBI 7) 
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Running parallel to the above interviews, two participants, one female and one male, both from 
Songkhla, reported that Shari'a and halal offer a framework for life: 
 
I am an insurance agent and apply these principles in my job. I think that when I act in line 
with Shari’a, I am automatically practicing halal. (SK 3) 
 
I am mindful that Shari’a and halal are rules of Islam that are very definite and that I have to 
follow them in order to prove that I surrender myself to Allah. (SKI 1) 
 
With regard to observing the participants’ knowledge of Islam, the researcher notes that for some 
participants, understanding Shari’a and halal as the law of Islam helps them to construct a close 
relationship with God that will allow them to refrain from sinful behaviour. The following section 
examines how Shari’a and halal has played a significant role as influential factors in participants’ 
lives. 
 
Writer (2011) has argued that all aspects of the life of each individual Islamic believer are governed 
by Shari’a law, which regulates their actions under five categories: those which are obligatory, 
recommended, permitted, disapproved of, and forbidden. Followers of Islam believe that these rulings 
come from a combination of sources, including the Quran, the sayings of the Prophet Muhammad, 
and Islamic scholars. With respect to halal, previously mentioned as being a fundamental part of 
Shari’a principles, participants explained that it was only by ensuring their actions were halal that they 
were able to praise God and seek his pleasure. Observing what is halal helps them avoid indulging in 
sinful behaviour such as drinking alcohol or gambling. Keeping this in mind, and the fact that all 
actions undertaken in the daily lives of Muslims must be based on Shari’a and halal, since they are 
considered as the means whereby an individual is raised to the devoted status of correct worship, the 
following responses from two local females in Songkhla and Krabi, are interesting: 
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I believe in the one and only God. He teaches me to follow Shari'a principles and halal, 
especially Shari’a principles which are considered to be Islamic law. These principles 
emphasise the co-existence of people in society and there are punishments for disobeying 
them. The type of punishment will depend on the background context of each country. With 
regard to halal, it generally refers to actions and preparation and consumption of food in line 
with Islamic teachings. Anything that does not fall into line with halal is considered as haram. 
Nevertheless, if somebody’s life is at risk, pork or meat of other animals that are not normally 
allowed, can be consumed. (SK 9) 
 
With respect to Shari’a and halal, I do not eat pork or drink alcohol. I do not swear or curse 
and nor do I gamble, have sex outside marriage, dance, sing, or blaspheme. Furthermore, I do 
not draw pictures of God or prophets, do not throw my parents into an old people’s home 
after they have raised me, do not create conspiracies, take bribes or take interest. And, of 
course, I do not look at porn, tell lies or speak badly about other prophets, etc. (KB 4) 
 
Most participants agreed that Islam is a complete way of life, and every act that a Muslim does is a 
chance to please God and be rewarded by him. Even mundane acts, such as eating or drinking, are 
viewed as opportunities to worship God, as the etiquette for how it should be done has evolved from 
the words of God in the Quran and the traditions of the Prophet Muhammad. Example accounts from 
three participants in Krabi, Songkhla and Phuket expressed it thus: 
 
Islam places great emphasis on cleanliness, especially in regard to praying, which must only 
be done when the body is very clean. I also believe that it is important to clean myself after 
eating by washing my hands, rinsing my mouth and if possible, cleaning my teeth. (KB 1) 
 
Cleanliness is an important part of Islam. I should not only purify myself before turning to 
God in prayer but need to pay attention to the cleanliness of my body at all times. As my body 
is on trust from Allah, I remind myself that my body has certain rights, one of which is that it 
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should be kept clean. On this basis, it is important to ensure that before preparing food, the 
food preparation area and the hands that will touch the food are clean. (SKI 7) 
 
Eating with the right hand is one requirement and it is obligatory for Muslims, unless there is 
a valid reason such as illness or injury. The left hand is usually used to clean the body of dirt 
and impurities while the right hand is used for eating, passing objects from one person to 
another and for shaking hands. (PKI 8) 
 
One female overseas participant from Krabi emphasised the prohibition of alcohol in Islam, stating 
that: 
Islam’s holistic approach to health and wellbeing means that anything that is harmful or 
potentially harmful, is forbidden. Therefore, Islam takes an uncompromising stand towards 
alcohol and forbids its consumption in either small or large quantities. Alcohol is undoubtedly 
harmful and adversely affects the mind and the body. It clouds the mind, causes disease, 
wastes money, and destroys individuals, families and communities. (KBI 9) 
 
The above findings show that as Islam is a community-oriented faith, there is no place for individuals 
to act according to how they themselves feel they want to, if by so doing they could cause harm to 
themselves or others. However, although there are also a number of comments that emphasise 
individualism with respect to practice, which lead to many Muslims observing religious requirements 
at different levels, they appear not to have faced any difficulties following Islam. The next section 
looks at halal hospitality and customer service currently offered in three selected venues in Southern 
Thailand. 
 
4.5 Evaluating Muslim-friendly service provision in MICE 
 
Section 4.4 outlined the relationship between Muslim customers interviewed in this study and their 
religion. This section presents the results from both closed-ended and open-ended questions, eliciting 
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responses about the halal amenities provided in MICE venues from the perspectives of both MICE 
staff and Muslim customers. This section is divided into two sections: what is needed?, and how well 
is the industry meeting expectations? 
 
4.5.1 What is needed? 
 
The more specific questions relating to how MICE services should comply with Islamic principles 
elicited significantly different viewpoints from Muslim and Buddhist participants (see Table 4.8). The 
three main points on which there was difference of opinion was in regard to the consumption of 
alcohol, pork and gambling. Surprisingly, 75% of Muslim staff reported that alcohol and gambling 
should be allowed on MICE premises, whereas 61.1% of Buddhists thought both should be banned. 
From a dietary perspective, as could be expected, the vast majority of Muslim participants replied that 
pork should not be served in any of the food or beverage outlets at a venue. On the other hand, nearly 
a quarter of Buddhist participants indicated that pork consumption should be made available. 
 
In regard to the duties and religion of MICE staff, even though most Muslim (93.2%) and all Buddhist 
(100%) participants indicated that they would be willing to be trained in services that reflect Islamic 
principles, the vast majority of Buddhist staff (83.3%) did not believe that in order to attract Muslim 
customers most venue employees should be Muslim. However, 45.5% of Muslim staff felt that only 
Muslims could truly understand the needs of fellow Muslims. The findings also showed that the vast 
majority of Muslim (93.2%) and Buddhist (83.3%) participants not only had a good understanding of 
halal, but 59.1% and 61.1% respectively agreed that male staff should serve men and female staff 
women and families in order to comply with Islamic principles. 
 
Following on from the above findings, the researcher noted that although MICE customer policy 
generally strives to ensure that individuals of all religious beliefs are welcome, most Muslim staff 
participants (90%) across the three selected venues raised concerns that a number of Muslim 
customers are still not offered appropriate Muslim-friendly services and facilities. 
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Table 4.8: Staff understanding of Muslim-friendly amenities (N=62)  
n (%) Key: (T = true, U= untrue and U/S = unsure)   
Muslim staff (n=44) Buddhist staff (n=18) 
1. Staff have sufficient expertise in / provide good customer service. 
T U U/S T U U/S 
23 (52.3) 17 (38.6) 4 (9.1) 6 (33.3) 6 (33.3) 6 (33.3) 
2. Toilets should not be placed to face the direction of Mecca. 
T U U/S T U U/S 
34 (77.3) 3 (6.8) 7 (15.9) 5 (27.8) 1 (5.6) 12 (66.7) 
3. Art in the venue should depict the human form. 
T U U/S T U U/S 
4 (9.1) 39 (88.6) 1 (2.3) 1 (5.6) 14 (77.8) 3 (16.7) 
4. The venue owner must contribute a proportion of revenue to zakat (charitable acts). 
T U U/S T U U/S 
38 (86.4) 5 (11.4) 1 (2.3) 17 (94.4) - 1 (5.6) 
5. The prayer room is considered as one of the most crucial facilities for Muslims. 
T U U/S T U U/S 
28 (63.6) 13 (29.5) 3 (6.8) 15 (83.3) 1 (5.6) 2 (11.1) 
6.  It is not necessary to provide religious information such as the location of nearby mosques or prayer times and 
nearby halal restaurants. 
T T T T T T 
2 (4.5) 2 (4.5) 2 (4.5) 2 (4.5) 2 (4.5) 2 (4.5) 
7. The consumption of alcohol and gambling should not be banned in the premises. 
T T T T T T 
33 (75.0) 33 (75.0) 33 (75.0) 33 (75.0) 33 (75.0) 33 (75.0) 
8. Pork should not be served in any of the food or beverage outlets at the venue. 
T T T T T T 
42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 
9. The venue should educate their staff on cross-cultural communication to allow them to treat Muslim tourists with 
respect and consider recruiting staff who are aware of Islamic hospitality services. 
T T T T T T 
41 (93.2) 41 (93.2) 41 (93.2) 41 (93.2) 41 (93.2) 41 (93.2) 
10. The concept of halal does not only cover food but can also be applied to manufacturing, processing and 
distribution of products, medicine, cosmetics, personal care products, clothes and services. 
T T T T T T 
42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 42 (95.5) 
11. Male staff should cater for single men and female staff should serve women and families. 
T T T T T T 
26 (59.1) 26 (59.1) 26 (59.1) 26 (59.1) 26 (59.1) 26 (59.1) 
12. Most staff should be Muslim. 
T T T T T T 
20 (45.5) 20 (45.5) 20 (45.5) 20 (45.5) 20 (45.5) 20 (45.5) 
 
The vast majority of staff participants (85%), both Muslim and Buddhist, reported that Muslim 
customers have played an increasing role in the MICE industry in recent years. Despite this, 
interviewees repeatedly raised questions about the services offered to Muslim clients. One Buddhist 
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participant from Songkhla, who works in the largest venue in Southern Thailand where 90% of the 
staff are Buddhist, stated: 
 
Although our venue provides a clean and quiet room that can be used as a prayer room, we do 
not offer our Muslim customers special washrooms where they can clean their whole body, 
particularly their feet before praying. This means they might feel uncomfortable because they 
have to wash in front of other customers. (SKB 14) 
 
Whereas the venue in Songkhla (30%) typically caters for very large numbers of customers (up to 
8,000), the venue at Krabi is considerably smaller and can only accommodate a maximum of 1,500 
visitors. Although the venue in Songkhla has 15% more Muslim visitors than the one in Krabi, the 
cost of installing a bidet in one toilet cubicle for each restroom facility would be considerable. With 
respect to the importance of maintaining the essential values of the Islamic faith, traditions and culture 
play a vital role for Muslim customers in order for them to preserve their values. Another Buddhist 
participant from Songkhla, and two Buddhist participants who are both senior managers from Krabi, 
stated: 
 
I am aware that it is venue policy that every individual attending an event should feel valued. 
For religious reasons, some Muslim customers are reluctant to attend a conference which 
involves social gatherings where alcohol is served and nor do they enjoy ‘Pet Expo’ events 
which involve a number of pets, especially dogs, taking part. Although the latter cannot be 
avoided, as it is an annual event, we do thoroughly clean our entire venue afterwards. (SKB 8) 
 
I try to treat my Muslim and Buddhist customers with equal fairness as I expect to be justly 
and fairly treated by others. I am aware that some female Muslims do not want any physical 
contact with a member of the opposite sex, unless they are related, and I have even received 
complaints about arranging a pre-event and post-event tour for customers in which both 
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genders had to travel together in the same vehicle, as they feel this always leads to physical 
contact between the sexes. (KBB 1) 
 
Traditional Thai society has changed, people are more relaxed than in the past, and can dress 
how they like. No one has the right to object to their choices. Although I accept that Muslims 
have a different way of doing things, it does not mean that it is the duty of Buddhist staff to 
go and find out what their exact requirements are; Muslim customers themselves need to let 
us know. (KBB 2) 
 
Based on the above three interviews, the researcher observed that both SKB 8 and KBB 1 began by 
emphasising that all MICE customers should be given equal consideration, but then picked up on 
different points which related to Muslim customers’ reluctance to fit in with regular venue events. In 
relation to KBB 1’s observation that some Muslim men and women do not want to sit in a car or 
coach with a member of the opposite sex, he indicated that if they were not happy to travel in a hired 
vehicle with members of the opposite sex, then they should be prepared to pay for the hire of extra 
coaches (something which they were not prepared to do). The researcher was also aware of a sense of 
resentment and annoyance on the part of KBB 2, when he felt his Muslim customers were passing 
judgment on the way his fellow Thais dress. He felt that there were marked differences between local 
Muslim Thai customers and international Muslim travellers, the former not only being far stricter in 
their religious outlook than the latter, but also less likely to say what they were really thinking. 
 
Whereas the venue in Krabi can only accommodate 1,500 people, the venue in Phuket is even smaller, 
accommodating a maximum of 1,000 guests, of which typically 10% of the customers are Muslim. 
One middle-aged Buddhist male participant, an employee at the venue in Phuket, reported: 
 
Catering for Muslim customers is certainly different from my usual work with Buddhist 
customers. Maybe one reason why I find Muslim customers difficult is because their religion 
demands that every product and service they use or consume must meet with Islamic 
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guidelines but the MICE industry has no clear code in this regard. If there was such a code it 
would help us to understand our Muslim customers and we would be better able to organise 
events which would meet with their approval. (PKB 1) 
 
It is interesting to note that PKB 1 is obviously willing to make the venue at which he works more 
Muslim-friendly, and would like guidelines which would facilitate this. Without such guidelines, he 
finds it difficult dealing with Muslim customers, although he recognises that they have certain 
religious obligations which take priority over other matters. 
 
Having outlined views of the five Buddhist staff above, it is pertinent to turn to the perspectives 
offered by their Muslim colleagues across the three MICE venues. 
 
Two non-practicing Muslim staff participants (that is, those who describe themselves as being less 
religious in practice than devout Muslims in regard to praying, going to a mosque, eating halal food, 
etc.) from Songkhla expressed their views. The first comment below is from a male in his late 20s, 
followed by a female, in her 20s: 
 
I know that Muslim customers can compromise because Islamic rules are flexible, especially 
regarding praying, which they are allowed to miss under certain circumstances and which 
they can make up for another time. As Muslim customers are reluctant to ask for special 
treatment, especially when they cannot find a bidet in a restroom, they usually bring a bottle 
of water with which to wash themselves. Although I try to help them fulfill their religious 
requirements, some of my colleagues who clean the venue (all are Buddhist) do not speak 
respectfully to Muslim customers who always splash water during their pre-prayer ablutions 
in restrooms. (SKM 3) 
 
As this venue is situated within a multicultural community, it has been gradually 
accommodating clients from a variety of backgrounds, including Islam. As Muslim customers 
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come from many different ethnic backgrounds, there are varying degrees of Islamic 
sensitivity and observance. This means some have no issues consuming meat and chicken 
cooked and provided by non-Muslim food providers, but others prefer to consume only meat 
slaughtered according to Islamic law. (SKM 4) 
 
The findings from the above interviews with SKM 3 and 4 show that although the participants are not 
practicing Muslims, when planning an event they are well-aware of the requirements of Islamic law 
and the major role it plays in the lives of their Muslim customers. In relation to SKM 3’s observation 
that since he generally works directly with MICE clients, especially Muslims, indicating that in fact 
many Islamic customers will not ask for special treatment, this contradicts the claim from 
management (KBB 2) above that Muslim clientele should ask for what they need. The reason for this 
is that because most Muslim Thais are very shy and lack self-confidence, especially from taking 
action towards extra services (Gilquin 2005). The researcher is also aware of the ambiguity regarding 
an individualised approach to religious observance on the part of SKM 4, when she felt that Muslim 
customers have some dissimilarities. In her experience, not every Muslim observes all the strict 
Islamic rules and not all (including herself) are practicing Muslims. 
 
With respect to meeting Muslim requirements and handling events in a non Islamic-specific venue, 
the vast majority of Muslim participants in Krabi and Phuket cited the challenges faced when 
organising social events with halal food. Two 40-year-old female Muslims wearing hijabs which 
matched their uniform, stated: 
 
Planning an event around the requirements of Muslims can be tricky. I used to host meetings 
for 300 Muslim customers at one of the largest MICE venue hotels in Phuket, in which the 
kitchen was not certified according to halal standards. The best we could do to avoid mistakes 
involved cleaning this haram kitchen according to the Islamic special process, using Muslim 
cleaners from the Provincial Central Islamic Council of Phuket. The Council, on request, will 
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help and give tips to every hotel, restaurant and venue on how to meet the challenges of 
observing halal practice. (KBM 3) 
 
One of the biggest challenges faced by non-Muslim caterers is how to organise a social event 
which allows for Muslim dietary requirements. Although different service providers have 
different menu options, the halal procedure is universal. I have learned that when it comes to 
drawing up a contract to be signed by Muslim customers, it needs to include reference to the 
preparation of food for a Muslim event. It would be a good idea for venues which are not 
specialised in halal to be given a list of members of the Islamic Committee Office of 
Thailand, because they are very specific about halal processes. This would mean that there 
would be no further doubts in the minds of Muslim customers that everything would be 
prepared according to Islamic specifications. This would go a long way in reducing stress, 
both for the venue hosts and their clients. (PKM 16) 
 
It is evident from the above four interviews with Muslim staff participants that a lack of Muslim-
friendly venues remains a fundamental challenge for Muslim customers. This is despite the fact that 
all three provinces in this study (Songkhla, Krabi and Phuket), have recognised the economic 
importance of Muslim Thais and Muslim travellers. Although there are a significant number of MICE 
venues in Southern Thailand which have no halal certification bodies, support and assistance can be 
requested from local halal expert members of The Central Islamic Council of Thailand (CICOT), 
especially about halal food expectations and preparation (Halal Science Center Chulalongkorn 
University 2014). It should be noted that in Thailand, the CICOT referred to by Muslim staff 
participants, is the official religious organisation which is dedicated to the promotion of the wellbeing 
of Muslims in Thailand. The five Buddhist participants (SKB 14, 8, KBB 1, 2 and PKB 1) are aware 
of different levels of Muslim requirements and willing to help meet the expectations of Muslim 
customers attending an event. However, Muslim customers are expected to inform venue staff about 
any specific services and facilities they require. The next section looks at both staff and Muslim 
customer reflections on halal hospitality and customer service in the MICE sector. 
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4.5.2 How well is the industry meeting expectations? 
 
Having covered the lack of Muslim-friendly venues staff make when catering for Muslim customers 
from opened-ended interview findings, the purpose of this section, which is based on closed interview 
results, is to identify how staff respond to the religious requirements of customers from various 
different cultural communities. The trends which emerged from the two different sets of interview 
data incorporated the self-evaluations of MICE staff performance in the MICE industry and issues 
around becoming a Muslim-friendly venue. Details of these ideas are explored below. 
 
With regard to staff self-reflection on the quality of their work, they were asked to indicate the degree 
of importance they attached to statements regarding services aligned with Shari’a principles (see 
Table 4.9). In regard to the general performance of staff (Questions 1, 9, 10, 11, 14 and 15) results 
differed significantly between Muslim and Buddhist staff, with slightly over half of the latter	
assessing their customer service as excellent, but less than a quarter of Muslim staff rating their 
performance as excellent. 
 
As previously mentioned in Table 4.7 regarding Islamic knowledge of MICE staff, it was not 
surprising that both sets of participants (Muslims 52.3% and Buddhists 55.6%) considered that they 
only partially understood Islamic principles (Question 2), rating their knowledge as ‘fair’. However, 
with respect to providing services which are in accord with Islamic principles (Question 3), over half 
of Muslim participants (56.8%) rated themselves as ‘good’ in this regard, with slightly over a quarter 
of their Buddhist counterparts (33.3%) also rating their performance as ‘good’. Surprisingly, however, 
in response to how promptly they responded to the requests of Muslim customers (Question 6), only 
31.8% of Muslim staff rated themselves as ‘good’, whereas 50% of Buddhist staff rated their quality 
of service as ‘good’ in this regard. 
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Table 4.9: Staff reflections on their performance in the MICE industry (N=62) 
n (%) Key: (1) Poor, (2) Not good, (3) Fair, (4) Good, (5) Excellent and (N/A) No answer 
1. Staff have sufficient expertise in / provide good customer service. 
Muslim staff (n=44) Buddhist staff (n=18) 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 
17 
(38.6) 
23 
(52.3) 
4 (9.1) - - 2 (11.1) 3 (16.7) 
10 
(55.6) 
3 (16.7) - 
2. Staff have sufficient knowledge of Islamic principles. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 2 (4.5) 
23 
(52.3) 
17 
(38.6) 
2 (4.5) - 1 (5.6) 2 (11.1) 
10 
(55.6) 
4 (22.2) 1 (5.6) - 
3. Staff provide services which are in accord with the high standard of Islamic principles. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
1 (2.3) 4 (9.1) 
10 
(22.7) 
25 
(56.8) 
4 (9.1) - - 3 (16.7) 5 (27.8) 6 (33.3) 4 (22.2) - 
4. Staff provide first-rate service to all Muslim customers. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 9 (20.5) 
26 
(59.1) 
9 (20.5) - - 4 (22.2) 3 (16.7) 8 (44.4) 3 (16.7) - 
5. Staff service Muslim clientele with accuracy and quality. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 1 (2.3) 
12 
(27.3) 
23 
(52.3) 
8 (18.2) - - 3 (16.7) 4 (22.2) 7 (38.9) 4 (22.2) - 
6. Staff are ready to serve and respond to Muslim customers’ requests promptly. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 
16 
(36.4) 
14 
(31.8) 
14 
(31.8) 
- - 1 (5.6) 4 (22.2) 9 (50.0) 4 (22.2) - 
7. Staff serve Muslim customers quickly and using uncomplicated procedures. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 
17 
(38.6) 
22 
(50.0) 
5 (11.4) - - - 4 (22.2) 9 (50.0) 5 (27.8) - 
8. Staff welcome and assist Muslim customers throughout the venue. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 5 (11.4) 
28 
(63.6) 
11 
(25.0) 
- - - 2 (11.1) 
12 
(66.7) 
4 (22.2) - 
9. Staff are always cheerful and friendly. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
1 (2.3) - 2 (4.5) 
24 
(54.5) 
17 
(38.6) 
- - - 1 (5.6) 8 (44.4) 9 (50.0) - 
10. Staff are always polite and softly-spoken. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - 2 (4.5) 
31 
(70.5) 
11 
(25.0) 
- - - 3 (16.7) 8 (44.4) 7 (38.9) - 
11. Staff are always willing to serve. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 1 (2.3) 
11 
(25.0) 
21 
(47.7) 
11 
(25.0) 
- - - 3 (16.7) 6 (33.3) 9 (50.0) - 
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Table 4.9 continued: 
12. Staff serve Muslims and non-Muslims equally without discrimination. 
Muslim staff (n=44) Buddhist staff (n=18) 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- - - 
14 
(31.8) 
30 
(68.2) 
- - 1 (5.6) 1 (5.6) 4 (22.2) 
12 
(66.7) 
- 
13. Staff provide adequate information that enables customers to make decisions related to the use of Islamic-
oriented services. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 1 (2.3) 
10 
(22.7) 
23 
(52.3) 
10 
(22.7) 
- - 1 (5.6) 3 (16.7) 
13 
(72.2) 
1 (5.6) - 
14. Staff can explain or give advice to customers as needed. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 1 (2.3) 6 (13.6) 
25 
(56.8) 
12 
(27.3) 
- - 1 (5.6) 3 (16.7) 
10 
(55.6) 
4 (22.2) - 
15. Staff can advise customers in an easy-to-understand way. 
(1) (1) (1) (1) (1) (1) (1) (1) (1) (1) (1) (1) 
- - - - - - - - - - - - 
16. How well workers’ overall ability to offer services following Islamic prescriptions is reflected in the MICE 
industry. 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
- 1 (2.3) 
10 
(22.7) 
27 
(61.4) 
6 (13.6) - - 1 (5.6) 6 (33.3) 
10 
(55.6) 
1 (5.6) - 
 
In regard to Questions 7, 8 and 13, there was very little difference in rating between Muslim and 
Buddhist staff, with the majority of both sets of participants considering their performance in offering 
Muslim-friendly services as good. With respect to treating Muslims and non-Muslims equally 
(Question 12), approximately two-thirds of Muslims (68.2%) and Buddhists (66.7%), felt that their 
performance was excellent in this regard. 
 
Following the reflections of MICE staff participants on their performance from closed interview 
findings, the open-ended interview results are now examined. 
 
In order to become a fully Muslim-friendly venue, the Muslim staff participants in this study 
presented the researcher with a long list of requirements: it should be clean, and have a large, fully-
equipped prayer room (with a sign pointing to Mecca), situated at the front of the venue and 
segregated by gender. In addition, there should be several pre-prayer washrooms in close proximity to 
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the prayer rooms, with bidet showers, fresh towels, toilet slippers etc.; no entertainment (including 
music); halal food and restaurant, a halal-certified kitchen which includes some Muslim workers, 
Islamic-approved dress code, no Buddha statues or pre-meeting prayer to Buddha, no alcohol or pork, 
no dogs, no exhibition models wearing sexy or revealing clothes, separate registration and sitting 
areas for men and women, as well as separate coaches separated by gender for pre- and post- 
conference tours. There should also be coach services for Friday prayers, azan to remind Muslims of 
prayer times, staff with a good understanding of Islam and well-trained to meet Muslim requirements, 
and male members of staff being allowed to attend the mosque on Fridays. 
 
All three MICE venues in this study are located in popular tourist areas, and only two out of the 24 
venues in the three provinces covered in the study come close to meeting all of the above 
requirements. This could be because the owners are Muslim and the venues are small. A significant 
number of Muslim participants (80%) expressed a wish for the establishment of services and facilities 
that align with their religious values, standards and guidelines, whilst the remaining 20% did not mind 
about the lack of faith-based amenities. However, most Buddhist participants (90%) argued that 
although Muslims, both local and international, play a vital role in the development of the country’s 
economy, the MICE industry is there to serve the whole community, and not all business travellers 
want to stay in a venue so exclusively designed for Muslims. 
 
Following on from the above, two Buddhist participants in Songkhla, whose views represent those of 
the vast majority of Buddhist staff (90%) (male and female and senior managers), reported that: 
 
The number of terrorist attacks in Southern Thailand is constantly increasing, not only in the 
red zone areas in the southernmost provinces (Pattani, Yala, Narathiwat and four local 
suburbs in Songkhla), but also in the central area of Songkhla, which has seen attacks in 
shopping stores, a train station, and an international airport. The Songkhla MICE venue is the 
fifth in the country and the first in the south which has installed the MICE Security 
Management System (MSMS) as part of its safety overhaul, which also enhances the 
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confidence of customers. Due to the violence instigated by Muslim terrorists, I do not think 
that some Buddhist customers would accept the concept of a Muslim-friendly venue because 
they may feel people of Islamic heritage are trying to rule their lives. (SKB 9) 
 
As every amenity provided has been designed according to our venue policy, which aims to 
treat all customers from different religious groups equally, every individual should feel there 
is freedom of expression, religious or otherwise. I do not think that a Muslim-friendly service 
scheme would positively impact on our international venue because there might be some non-
Muslim customers who enjoy listening to music and relaxing with an alcoholic drink.  
(SKB 7) 
 
The views of the two Buddhist participants above indicate that as the MICE sector is a secular 
business, there could be a problem if Muslim customers are seen to be favoured over others. Indeed, 
this could lead to negative feelings by non-Muslim clients, who feel that everyone has the same right, 
and needs to live alongside other cultures and traditions. It should be noted that while the religious 
and cultural tensions in the South of Thailand have been highlighted, these issues are discussed 
further in the next chapter. 
 
Two additional Buddhist participants in Krabi reiterated concerns about implementing plans for 
increased Muslim-friendly services:  
 
I am mindful of the growing importance of Muslim-friendly services in MICE venues, but 
meeting all of their requirements would not be practical, or advisable. Although it may 
increase revenue from Muslim customers, it would also alienate other important customers, 
especially Thai Buddhists. (KBB 1) 
 
I am aware that the MICE industry needs to embrace diversity in order to attract more new 
customers, especially Muslims, who are high-spending business travellers. However, first I 
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feel that Muslim customers need to ask themselves what, exactly, they want to get out of an 
event. Although Muslim-friendly services will always be attractive to them, when they attend 
a meeting or a conference, there are many other benefits they can receive which contribute to 
their business and Islamic life. (KBB 2) 
 
Whereas the above four participants were not enthusiastic about meeting the demands of those 
Muslims who want a large number of Islamic-friendly services, the long-experienced Buddhist senior 
manager of the venue in Phuket disagreed: 
 
In order to survive and continue to be a significant part of hospitality development, I think the 
MICE industry needs to be open-minded about facing new challenges, especially in the 
provision of Muslim-friendly services. Although there are conflicting opinions regarding the 
suitability of establishing these, if the challenge is met it could lead to the creation of a 
distinct MICE identity, differentiating us from other service sectors. This would mean a huge 
economic benefit, especially locally, because all profits remain in Thailand. (PKB 1) 
 
It is interesting to note that the participant from Phuket, a senior manager in a large venue, had very 
differing views from those of the staff participants in the other two provinces. PKB 1 had worked in 
the MICE industry for more than 15 years and was looking to make operational changes in order to 
capture Muslim markets. 
 
Having looked at the accounts given by the Buddhist participants in regard to providing Muslim-
friendly services, it is pertinent to turn to the views offered by their Muslim colleagues, across the 
three MICE venues. 
 
With respect to hospitality services that reflect Islamic principles, two female Muslim participants in 
Songkhla reported the following: 
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Adopting Muslim-friendly services to meet a number of religious requirements will push up 
venue costs and mean all staff have to be trained about Islam, taking practical and theoretical 
courses. (SKM 3) 
 
For economic reasons, I think Buddhist customers will understand and accept that services 
and facilities need to comply with Islamic principles in some large potential MICE venues. I 
believe that the reluctance shown by some venue owners in regard to providing Muslim-
friendly services is because they look at the economic loss of investing vast sums of money 
into providing amenities which are in line with Islamic principles and fear that they will 
become less attractive as a venue to non-Muslims. (SKM 4) 
 
It is clear from the above interviews that both participants are aware of the considerable cost involved 
in providing Islamic-friendly amenities in MICE venues. SKM 4 refers to Buddhist customers 
understanding the economic need for this, although it is debatable whether MICE customers place the 
economic gain of the venue they pay to visit, ahead of their own requirements for a relaxed 
atmosphere with music, entertainment and food and drinks of their choice. The assumption that 
Buddhist customers would sacrifice this ‘for the greater good’ strikes the researcher as a misguided 
argument. 
 
Two Muslim staff participants in Krabi, one male and one female, emphasised the importance they 
felt should be given to Muslim business travellers by implementing faith-based hospitality services in 
MICE venues, stating that: 
 
MICE venues in Southern Thailand need to adopt Muslim-friendly services because Muslim 
customers are becoming a significant segment within the sector and there are few recognised 
Islamic bodies for hospitality services and facilities in Southern Thailand. I think what 
Muslim customers find comforting when they attend an event, is that there are well-trained 
workers, and good services and facilities which they feel respect their identity. (KBM 11) 
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I think Muslim-friendly services and facilities should strictly follow the guidelines given by 
The Central Islamic Council of Thailand (CICOT). If the MICE industry does this, then the 
way in which venue staff are trained will mean that they know how to run a business meeting 
or event for customers according to Islamic stipulations. This will mean that Muslim-friendly 
services in MICE venues will be seen as not being biased against Shari’a law. (KBM 7) 
 
Based on the above interviews, the researcher observed that whereas the participants in Songkhla 
focused on the economic issue for MICE venues adopting fully-fledged Muslim-friendly services, the 
two participants in Krabi argued that MICE “needs” to adopt such services, train their staff to conduct 
business according to “Islamic stipulations” and no longer be “biased against Shari’a law”. 
 
Two Muslim staff members in Phuket (both young and female) reiterated the views of KBM 11 and 7 
above, stating that: 
 
I believe that most MICE venues want to attract Muslim business travellers because they 
generally spend more than the average non-Muslim clientele, and often choose to have major 
well-conducted events, dining only on high-quality halal food. Although improving Muslim-
friendly services means increasing event costs (which are higher than normal MICE 
activities), such services are regarded as good value for money. (PKM 3) 
 
Lack of Muslim-friendly services and facilities remains one of the biggest obstacles to the 
growth of the number of Muslim customers in the MICE industry. These clients, whether 
local or international, generally have similar expectations as to what they expect MICE to 
provide in the way of services that meet with their religious requirements. Furthermore, their 
event schedules, which include their religious rituals (i.e. pre-prayer ablutions, prayers and 
the noon prayer on Fridays at the nearest mosque) are also the same.  On this basis, a standard 
for hospitality and customer services which aligns with catering for Muslim clientele, is 
necessary. (PKM 8) 
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The findings from the above 11 interviews show that there is a wide difference of opinion relating to 
the development of Muslim-friendly services in the MICE industry. These range from the majority of 
Buddhist participants giving low priority to adopting services and facilities which comply with 
Muslim requirements, even opposing the idea that MICE venues be subjected to compliance with 
Shari’a principles, to a significant number of Muslim participants feeling that too few venue owners 
are looking at developing amenities to capture Muslim business travellers, although this market has 
potential for the sector offering opportunity for MICE growth. The following trend examines the 
degree to which halal certification is seen as being relevant in MICE venues. 
 
It is evident from the responses to the questions on the issuing of halal certification in the MICE 
industry that the vast majority of participants (90%), both Muslim and Buddhist, were aware that 
although Thailand has halal certification for food production, there is no specific halal standard for 
hospitality and customer services in the MICE industry. Furthermore, they stated that even though 
halal food certification by an official national certifying authority is available, there are very few 
kitchens in MICE venues, especially in south Thailand, which offer such a guarantee. 
 
Following on from the above, the first three male Buddhist participants from Songkhla, all of 
Chinese-Thai origin, were clearly not in favour of adopting halal certification: 
 
Since Muslims represent a minority group of our customers, I believe it is not necessary to 
undergo certification for our amenities to be halal. I have been told by several Muslim 
customers that the Quran does not stipulate anywhere that food, services and facilities must be 
granted halal certification. (SKB 2) 
 
Although the pressure to adopt halal certification is very strong, as a number of hotels and 
restaurants are seeing the potential of the Muslim market, our Songkhla venue caters for 
customers from all backgrounds and each individual lifestyle is respected. As events which 
include alcohol beverages are an important source of income to this venue, I think the greatest 
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challenge we would face if we adopted halal certification would come from the absence of 
alcohol, as it would mean less profitability. (SKB 11) 
 
I have seen halal certification develop significantly recently, with some MICE venues 
beginning to offer such certification to meet Muslim dietary requirements. However, Muslim 
MICE customers are a new emerging market and smaller than the non-Muslim segment, so I 
think that it is enough simply to provide quality service and facilities, and clearly identify 
unlabelled products, to show whether or not they are halal. (SKB 15) 
 
The above interviews with the Chinese-Thai Buddhist participants indicate that although respecting 
each individual culture is integral to the MICE business, halal certification, which is a religious 
certification of Muslims, both locally and internationally, has not been aggressively promoted and 
adopted. 
 
Two other MICE staff members (both male and Buddhist) in Krabi, reiterated the view of SKB 2, 11 
and 15 above, that although developing Muslim-centric amenities is a necessity in order to attract 
Muslim customers, the challenge the MICE sector faces in adopting such strategies is centred around 
high-risk expenditure: 
 
Although my understanding is not great on halal certification, I am aware that it is a 
complicated process because all production procedures, especially food, need to be kept 
completely separate from the general supply chain, in order not to contradict Islamic 
principles. As well as this, a halal kitchen must employ qualified Muslim staff, while every 
non-Muslim employee is expected to be comprehensively trained in relation to cultural 
differences. (KBB 2) 
 
I believe that a number of potential non-Muslim-owned venues in Southern Thailand are 
unwilling to have halal certification because it is costly, especially investing in separating 
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food production areas and restaurants for halal and haram. I think the most important thing 
that each venue should consider when catering for Muslim customers is providing the venue 
services and facilities which they deem necessary. (KBB 1) 
 
It can be concluded from the observations of the above two participants in Krabi that the lack of focus 
on offering halal certification to satisfy Muslim MICE customers is primarily due to the high cost 
involved in meeting the very rigid specifications. It should be noted that they also draw attention to 
the fact that there are a range of halal services and facilities available to Muslim business travellers 
and as such there is no particular need to adopt halal certification. 
 
By comparison, another male Buddhist participant, this time from Phuket, saw no problem in MICE 
venues making the necessary changes to acquire halal certification: 
 
I have found that there are many MICE venues, both large and small, which not only lack 
staff trained in how to meet Muslim requirements, but also intentionally fail to provide 
information about whether their products are sourced from halal suppliers. Although it is very 
hard to predict if the MICE industry will seek halal certification, acquiring this should be a 
priority, in order to fully accommodate Muslim requirements. (PKB 1)  
 
The above interview clearly indicates that although there is an official halal certification body 
available in Thailand, a significant number of MICE venues are not interested in such a guarantee and 
allow their staff to provide food and refreshments to Muslim customers without labelling whether or 
not they are halal, and that this needs to change. 
 
Having looked at the accounts given by the Buddhist participants in regard to acquiring halal 
certification, it is pertinent to turn to the views offered by their Muslim colleagues, across the three 
MICE venues. 
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With respect to the views of Muslim participants in Songkhla regarding halal certification, two 
Muslim female participants reported the following: 
 
Although halal-certified services and facilities for MICE venues in Thailand have not been 
developed yet, there is an official national halal food certification body available. I encourage 
MICE venues to get it because food consumption is one of the most significant areas of 
Muslim lives. Further, it will strengthen our centre’s capacity to be an ideal venue in Southern 
Thailand where Muslims make up a significant number. However, as most venues still lack 
proper amenities for Muslim customers, I hope that in the future all halal products will be 
clearly identified and guaranteed in MICE venues. (SKM 4) 
 
Although the Songkhla venue is not managed in a halal-approved manner, it has the 
reputation of being the number one venue of choice for conducting Islamic-themed 
international events because it has good facilities and is run by knowledgeable MICE 
professionals. I think that creating the correct outward appearance, overseen by a local 
Muslim supervisory panel or religious scholars, is necessary. However in the future, each 
halal-certified venue may vary in its management system and there will be no need to 
specifically request halal food and beverages and halal-friendly services and facilities, as all 
of these will be readily available for Muslims. (SKM 5) 
 
In regard to the above observations, the researcher notes that although the Songkhla venue is not 
halal-certified, SKM 4 and 5 reported that the venue is renowned for hosting numerous conferences 
and events for Muslims throughout the year.  
 
Two further Muslim participants, both male, expressed their positive views in regard to halal 
certification for MICE venues. Both work as venue staff in Krabi: 
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I think the MICE sector in Southern Thailand has the potential to be the preferred destination 
for Muslims because there are hundreds of mosques, both large and small in the area which 
makes them feel at home. However, the MICE industry is lagging behind in getting halal 
certification and displaying the halal logo. (KBM 19) 
 
Some Muslim customers and myself feel that halal certification does not make food halal 
because we can eat non-halal certified food without breaking any commitments we have made 
to Islam. Although water does not contain elements that are forbidden under Islamic doctrine 
and does not require any Islamic ritual, some bottled water has been produced by a liquor 
company, which is seen as haram (non-halal). Therefore, there is a need to seriously look at 
halal certification development, as it will further Muslim business opportunities in MICE 
venues. (KBM 10) 
 
Based on the above two interviews, it would seem that due to the geographical location of the three 
MICE venues, with their close proximity to a number of mosques, they will continue to attract 
Muslim tourists. Although KBM 19 expressed the opinion that halal certification is important, KBM 
10 appeared to think is was unnecessary (although his statement is somewhat ambiguous). 
 
Two other middle-aged Muslim participants, originally from Phuket, referred to halal certification in 
MICE venues, as the following accounts illustrate: 
 
Most Muslim-owned restaurants in Southern Thailand do not have halal certification as they 
are considered to already be halal. However, Muslim MICE customers, especially those who 
are local, are very particular when it comes to halal food and Islamic hospitality services. 
There has been discussion at government level to better streamline the halal certification for 
hospitality and customer services, because Muslim business travellers need clear 
identification of halal products. (PKM 12) 
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I think the MICE sector should not only be developed in an economic sense, but culturally, 
Islamically and spiritually, because the industry is currently not known as a place which 
caters well to the requirements of Muslim customers. If a venue was known to be Muslim-
friendly, it would be assumed that most food, services and facilities would not only have been 
halal-certified, but that there would also be a halal sign clearly displayed. (PKM 13) 
 
It is apparent from the comments received that the participants, both Muslim and Buddhist, hold 
differing opinions about halal certification. Not surprisingly, it is not considered to be of particular 
importance to the Buddhist participants, as it is seen as likely to deter other non-Muslim customers. 
However, the majority of Muslim participants see halal certification as contributing greatly to the 
MICE industry, making it more attractive as a Muslim business travel destination.  
 
Following the opened-ended interview results regarding halal certification in the MICE industry from 
staff participants, closed interview findings giving the views of Muslim customer participants on the 
quality of the provision of venue amenities during their business trips in MICE venues are now 
discussed. 
 
4.6 Satisfaction level of Muslim customers regarding services provided by MICE venues 
 
Muslim customer participants were asked to rate the quality of Islamic hospitality and customer 
services provided in the MICE industry (see Table 4.10). In general, the overall level of satisfaction of 
overseas Muslim participants was significantly higher than that of local Muslim participants. In regard 
to the general services (Questions 1, 9, 10, 11, 14 and 15), there were significant differences between 
the views of overseas Muslim participants and their local counterparts, with 17.7% of the former 
rating their satisfaction levels as excellent, and only 8.5% of the latter giving this high rating. 
 
In regard to the provision of services offered by MICE which comply with Islamic principles, it was 
unexpected that results differed significantly between overseas and local Muslim customers. 
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Table 4.10: Satisfaction level of Muslim customers regarding services provided by MICE venues 
(N=62) n (%) Key: (1) Poor, (2) Not good, (3) Fair, (4) Good, (5) Excellent and (N/A) No answer 
Questions 
Overseas Muslim customers (N=31) Local Muslim customers (N=31) 
(1) (2) (3) (4) (5) N/A (1) (2) (3) (4) (5) N/A 
1. Staff have sufficient expertise in / 
provide good customer service. 
- 
1 
(3.2) 
9 
(29.0) 
18 
(58.1) 
3  
(9.7) 
- - 
4 
(12.9) 
15 
(48.4) 
12 
(38.7) 
-  
2. Staff have sufficient knowledge of 
Islamic principles. 
- 
5 
(16.1) 
17 
(54.8) 
5 
(16.1) 
4  
(12.9) 
- 
7 
(22.6) 
12 
(38.7) 
10 
(32.3) 
1 (3.2) - 
1 
(3.2) 
3. Staff provide services which are in 
accord with the high standard of Islamic 
principles. 
- 
5 
(16.1) 
12 
(38.7) 
13 
(41.9) 
1  
(3.2) 
- 
7 
(22.6) 
12 
(38.7) 
10 
(32.3) 
1 (3.2) - 
1 
(3.2) 
4. Staff provide first-rate service to all 
Muslim customers. 
- - 
6 
(19.4) 
19 
(61.3) 
6  
(19.4) 
- - 
5 
(16.1) 
11 
(35.5) 
11 
(35.5) 
3  
(9.7) 
1 
(3.2) 
5. Staff service Muslim clientele with 
accuracy and quality. 
- 
2 
(6.5) 
10 
(32.3) 
14 
(45.2) 
5  
(16.1) 
- 
2 
(6.5) 
8 
(25.8) 
13 
(41.9) 
7 (22.6) 
1  
(3.2) 
- 
6. Staff are ready to serve and respond 
to Muslim customers’ requests 
promptly. 
- 
3 
(9.7) 
3 
(9.7) 
20 
(64.5) 
5  
(16.1) 
- 
1 
(3.2) 
9 
(29.0) 
12 
(38.7) 
8 (25.8) 
1  
(3.2) 
- 
7. Staff serve Muslim customers 
quickly and using uncomplicated 
procedures. 
- 
1 
(3.2) 
3 
(9.7) 
22 
(71.0) 
5  
(16.1) 
- 
1 
(3.2) 
9 
(29.0) 
11 
(35.5) 
14 
(45.2) 
1  
(3.2) 
1 
(3.2) 
8. Staff welcome and assist Muslim 
customers throughout the venue. 
- 
1 
(3.2) 
6 
(19.4) 
19 
(61.3) 
5  
(16.1) 
- - 
8 
(25.8) 
8 
(25.8) 
9  
(29.0) 
5  
(16.1) 
1 
(3.2) 
9. Staff are always cheerful and 
friendly. 
- 
3 
(9.7) 
5 
(16.1) 
17 
(54.8) 
6  
(19.4) 
- - 
1 
(3.2) 
11 
(35.5) 
14 
(45.2) 
4  
(12.9) 
1 
(3.2) 
10. Staff are always polite and softly-
spoken. 
- 
1 
(3.2) 
8 
(25.8) 
16 
(51.6) 
6  
(19.4) 
- - 
1 
(3.2) 
6 
(19.4) 
18 
(58.1) 
5  
(16.1) 
1 
(3.2) 
11. Staff are always willing to serve. 
 
- 
1 
(3.2) 
7 
(22.6) 
15 
(48.4) 
8  
(25.8) 
- - 
1 
(3.2) 
7 
(22.6) 
18 
(58.1) 
5  
(16.1) 
- 
12. Staff serve Muslims and non-
Muslims equally without 
discrimination. 
- 
1 
(3.2) 
5 
(16.1) 
16 
(51.6) 
9  
(29.0) 
- - - 7 
(22.6) 
16 
(51.6) 
7  
(22.6) 
1 
(3.2) 
13. Staff provide adequate information 
that enables customers to make 
decisions related to the use of Islamic-
oriented services. 
- 
6 
(19.4) 
7 
(22.6) 
13 
(41.9) 
5  
(16.1) 
- 
3 
(9.7) 
10 
(32.3) 
10 
(32.3) 
7 (22.6) - 
1 
(3.2) 
14. Staff can explain or give advice to 
customers as needed. 
- 
2 
(6.5) 
5 
(16.1) 
20 
(64.5) 
4  
(12.9) 
- - 
4 
(12.9) 
14 
(45.2) 
11 
(35.5) 
1  
(3.2) 
1 
(3.2) 
15. Staff can advise customers in an 
easy-to-understand way. 
- 
1 
(3.2) 
7 
(22.6) 
17 
(54.8) 
6  
(19.4) 
- - 
4 
(12.9) 
12 
(38.7) 
14 
(45.2) 
1  
(3.2) 
- 
16. How well workers’ overall ability to 
offer services following Islamic 
prescriptions is reflected in the MICE 
industry. 
- 
1 
(3.2) 
4 
(12.9) 
23 
(74.2) 
3  
(9.7) 
- - 
9 
(29.0) 
11 
(35.5) 
10 
(32.3) 
1  
(3.2) 
- 
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In regard to Question 2, over half of overseas customers (54.8%) rated staff as having a ‘fair’ 
knowledge of Islamic principles, whereas around a quarter of local Muslims (22.6%) graded this 
knowledge as ‘poor’. With respect to Questions 4 and 6, the majority of the overseas participants 
(66.5%) stated that staff not only provide a first-rate service to all Islamic clientele, but are also ready 
to serve and respond to their requests promptly. However, only 30.7% of their local counterparts rated 
the service as good in this regard. With respect to Questions 7 and 8, two-thirds (66.2%) of overseas 
Muslims concurred that they were served quickly with uncomplicated procedures, including being 
made welcome and given all necessary assistance. On the other hand, slightly over a quarter of the 
local participants (27.4%) rated such quality of services as not good. 
 
The results from Question 16 also show that the majority of overseas visitors (74.2%) rated the overall 
ability of staff to offer services following Islamic prescriptions as good, while only 32.3% of the local 
Muslims gave a ‘good’ rating, with 29% rating the service as ‘not good’, compared to only 3.2% of 
overseas customers. 
 
Following on from the above, regarding the satisfaction level of Muslim customers with services 
provided in MICE venues from the close-ended interview results, again, this time Muslim customers’ 
inner thoughts and feelings when they attend a meeting and an event based on opened-ended 
interview findings are illustrated. There were three major trends: MICE venues most frequented by 
Muslims, venues which they would recommend to fellow Muslims, and ways of dealing with poor 
customer service. Details of these trends, which are separated according to the three study areas of 
Songkhla, Krabi, and Phuket are discussed below. 
 
The vast majority of both Thais and international participants felt that for a venue to be Muslim-
friendly it needed to comply with Islamic teachings, in particular a total ban on alcoholic beverages, 
pork, and other things which are haram (forbidden) by Islam. In addition to such prohibitions, they 
sought out venue facilities which allowed them to observe their religious obligations, such as washing 
themselves before daily prayers, praying and eating halal food. 
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Looking first at four Thai participants in Songkhla, all reported certain MICE venues as their clear 
favourites: 
 
Based on my experience, Paradise Hotel and Resort in Songkhla and Centara Grand at Central 
Plaza Ladprao in Bangkok are good examples of Muslim-friendly services because not only 
do the facilities provided meet my religious obligations, but also the halal food is excellent. 
Furthermore, when staying at these two hotels for a meeting or a conference, during Ramadan 
a variety of halal breakfasts and dinners were provided. This made me feel special. (SK 2) 
 
I was very happy with the prayer rooms in the newest venue at Central Festival Shopping 
Mall in Songkhla. Although the venue management is not Muslim, the prayer rooms have 
been designed according to Islamic principles. To me this shows how they respect us and 
truly understand our expectations. (SK 4) 
 
In Thailand, I have been impressed by the service and facilities provided at the Impact 
Convention Centre in Bangkok, including their halal restaurants and prayer rooms. Overseas, 
the Kuala Lumpur Convention Centre in Malaysia is one of the most impressive venues 
because of the range of halal food available and large prayer rooms provided. In addition, the 
staff dress code is in line with the teachings of Islam. I think all Muslims would love to go 
there because their faith is appreciated. (SK 9) 
 
Even though Muslims are not expected to only pray in a mosque, but anywhere, at home or at 
work, in a field or even a forest, nevertheless, Islam still wants Muslims to gather together in 
a congregation in order to know one another better and build up a rapport. On this basis, I like 
two venues, the C.S. Hotel in Pattani and the B.P. Hotel in Songkhla in Southern Thailand. 
This is because not only are their prayer rooms located at the front (most hotels put them at 
the back), but also their staff are helpful and can be easily found. This makes Islamic 
followers feel comfortable as their needs are prioritised. (SK 7) 
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It was interesting to note that SK 7 appreciated the fact that the prayer rooms were situated at the front 
of the hotel. A possible reason why they are normally situated at the back is because it tends to be 
quieter and there is more privacy. It should be noted that there are few venues in Thailand which offer 
the front to be a room for praying.  
 
In Krabi, Thai participants staying in the MICE venues reported a high level of service and facilities 
which they felt complied with Shari’a principles. As one young female local participant stated: 
 
Front Bay Resort in downtown Krabi is considered as a state-of-the-art halal hotel because it 
was designed with a combination of traditional Moroccan and modern Southern Thai-style 
decoration. In addition, it not only offers a variety of meeting rooms but the majority of staff 
are Muslim and females are allowed to wear the hijab. Furthermore, this resort offers only 
halal food, as well as a comfortable prayer room. This is located at the front of the resort and 
resembles a small mosque, providing a copy of the Quran, a sign depicting the direction to 
Mecca, Islamic clothes and prayer rugs. All restrooms include bidet showers which make me 
feel comfortable. (KB 10) 
 
In regard to the above observations, the researcher believes that the Front Bay Resort appears to be 
the participant’s first choice as a venue in Krabi which provides Muslim-friendly services in an 
Islamic and family environment. She also welcomed the fact that the venue is situated in the heart of 
the Muslim community, far from the crowds of tourists. 
 
Where the participants in Krabi immediately spoke most highly of the Front Bay Resort, their 
counterparts in Phuket were not so impressed by the Muslim-friendly service available in the four 
largest local MICE venues, as the following accounts from two female participants illustrate: 
 
No venue in Phuket comes to mind as truly fitting my religious beliefs, but I like Front Bay 
Resort in Krabi very much because of its Muslim-friendly accommodation and the fact that 
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the owner is a local Muslim. Because of this, all architecture and amenities provided correctly 
reflect Islamic doctrines and the vast majority of staff are Muslim. This means they 
understand the needs of their Islamic customers, and are sensitive to our religion. Additionally, 
venue meeting rooms can be used for a variety of purposes, including hosting seminars and 
events. (PK 8) 
 
There is no big venue in Phuket that I feel offering a good halal environment, but I have had a 
positive experience in a very small venue called Dinar Lodge. This hotel is located in one of 
the biggest Muslim communities in Phuket, around 40 minutes from the city, and provides a 
small meeting room for approximately 50 people. The owner of the hotel is Muslim, which is 
opposite a mosque, thereby providing an Islamic environment, free from non-halal 
contamination, a wide choice of local halal food and related amenities. During Ramadan, the 
hotel provides a morning wake-up call for Muslim customers before sunrise when an early 
morning meal is provided. (PK 7) 
 
Based on the above interviews, the researcher observes that even though the participants felt 
dissatisfied with the overall service and facilities in regard to their meeting their religious 
requirements, the Dinar Lodge in Phuket and again the Front Bay Resort in Krabi were recommended. 
 
With respect to the views of three Malaysian Muslim participants in Songkhla regarding a venue on 
which they looked favourably, they reported the following: 
 
Although I enjoy going to venues in Thailand and will return with my family to attend a 
meeting, most venues in Southern Thailand need to include more services and facilities which 
meet Muslim requirements and are in line with international Islamic practice. For example, 
they could start by observing what is provided in some department stores, such as Central 
department store and Tesco Lotus stores where there are appropriate prayer rooms and ritual 
washing areas in accordance with Islamic faith. (SKI 9) 
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I felt so good when I went to the Impact Exhibition and Convention Centre in Bangkok last 
year because the prayer rooms are comfortable, and can cater for a good number of people. As 
an Islamic exhibitor who travels to several countries, both Muslim and non-Muslim, I always 
pray at my booth (shop) instead of a prayer room. This is because I do not want to leave my 
customers and products but still have to carry out my religious practices when travelling.  
(SKI 6) 
 
Islam teaches us that when we cannot conduct our usual religious practices because of 
unforeseen circumstances, we can seek alternative choices. I run a logistics company and go to 
several convention centres for business purposes and I do not mind if the services and 
facilities provided are not in line with my religious obligations. I can find a corner to pray in a 
convention hall, and if halal food is not available, I can ask for some from one of my Muslim 
employees, as they always bring some with them. (SKI 1) 
 
Another two overseas participants from Malaysia in Krabi emphasised two venues which are created 
in harmony with Islamic principles: 
 
I can give you an example of one venue that a number of Muslim clients found satisfactory 
and that is the Kuala Lumpur Convention Centre in Malaysia. It is considered one of the best 
venues in Malaysia, as not only is it located in the centre of the capital, but it is also close to a 
shopping centre, five star hotels, a park and a train station. Because of this there are a number 
of halal restaurants close to the venue. Furthermore, large prayer rooms and pre-prayer 
washing rooms are provided. As Thailand is a Muslim-minority country, only visiting 
Muslims seem to seek out halal food. I personally pray in my hotel bedroom in order to avoid 
a prayer room issue. (KBI 7) 
 
Even though I do not have a favourite venue in Thailand which meets my Muslim 
requirements because it is a Buddhist country, the services and facilities in the convention 
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centre in Songkhla are acceptable for me. I do not expect any venue to include full Islamic 
services and facilities because most followers from Muslim countries who come to Thailand 
probably just want halal food. For convenience when praying, I usually do so in my hotel 
room, although if I have time, I prefer to go to the nearest mosque. It is always interesting for 
an Islamic foreigner, like me, to visit a masjid [mosque] that he has never visited before.  
(KBI 4) 
 
Two female overseas participants in Phuket emphasised two venues which they really enjoy when 
attending conferences, stating that: 
 
I was not very impressed the first time I attended a conference in Graceland Hotel in Phuket 
last year, but now I really enjoy going there because I feel the management is really trying to 
improve their amenities in order to attract Muslim customers. Although the hotel is viewed as 
being one of the biggest venue hotels in Phuket at which most customers are non-Muslim, 
there is a certified halal kitchen and halal restaurant that has been clearly separated from the 
main café. (PKI 7) 
 
Although the vast majority of MICE venues in Thailand still need to be improved in order to 
meet Islamic obligations, I like the Bangkok International Trade & Exhibition Centre (or 
BITEC). This is because like a number of Muslim international customers in Thailand, I enjoy 
the variety of tasty traditional halal food it provides. Moreover, the prayer rooms and prayer-
washing rooms are comfortable. (PKI 1) 
 
It is evident from the above interviews that the overwhelming majority of Thai participants not only 
highlighted the venues which reflect Islamic principles, but also demanded very high levels of services 
and facilities when attending a meeting or an event. The next trend focuses on venue will be 
recommended. 
	 107	
It has been argued that the MICE industry in Thailand is being developed in order to increase business 
travellers, both domestic and foreigners, and more MICE-related amenities are planned to improve the 
industry’s capacity to serve a growing demand for meetings and events (Akkhaphin 2016). However, 
even though the interviews conducted during this study clearly show that the vast majority of customer 
participants felt that the MICE sector in Southern Thailand is not viewed as a progressive Muslim-
friendly industry, it helps them to enlarge their businesses, to share experiences and to promote their 
products. On this basis, participant word-of-mouth is created about the MICE venues which provide 
amenities in connection with Islamic teachings. The following comments from two local participants 
in Krabi and Phuket illustrate the above points: 
 
I felt free to express my Muslim identity in this venue [Krabi] in a positive way and this was 
of paramount importance to me, resulting in my feeling a satisfied customer. I appreciated the 
fact that the venue gave me the opportunity, as a follower of Islam, to use their excellent 
prayer facilities and also provided useful information about an adjacent local mosque. I will 
absolutely recommend this venue to my colleagues. (KB 5) 
 
This venue [Phuket] made me feel accepted and comfortable as a Muslim, allowing me to 
practice my religion while staying there. Because Islam is so much a part of my identity, it 
made all the difference to me that my religion was recognised and I was not made to feel 
uncomfortable. I think a good professional is one I can trust. If I am not satisfied with the 
service then I will probably not return to the venue. But if there are no prayer rooms etc it 
can’t be professionally run. (PK 8) 
 
It is clearly important for participants that any venue they attend should be Muslim-friendly. In order 
to achieve this, the venue needs to have an Islamic board about how to run their business so that it is in 
line with Islamic principles. One female local participant in her late 40s from Songkhla expressed the 
following view: 
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A good Muslim-friendly venue that provides service and facilities which conform to Shari’a 
principles needs to have a Shari’a advisory committee to guide them in order to ensure that the 
operations and activities of the venue comply with Islamic prescriptions. However, as the staff 
in this venue [Songkhla) are alert and respond quickly to my requests, for me the overall 
quality of customer service is acceptable and I certainly do recommend this centre to my 
friends. (SK 1) 
 
Once again it is clear from the interviews that in the MICE sector, participant satisfaction levels are 
directly related to the extent to which products and services are in line with Shari’a principles. It is 
interesting to note, however, that some participants feel that certain venues reflect Islamic teachings 
less than others, and that some may actually go against Islamic principles. The degree to which good 
customer service complies with Islamic principles clearly plays an important role for Muslim 
customers in determining whether or not they recommend a venue. The following key section looks at 
how dissatisfied Muslim customers respond after having received bad customer service. 
 
The interviews conducted during this study clearly show that fewer than half the participants felt 
inconvenienced when services and facilities in MICE venues failed to meet the necessary requirements 
for them to fulfill their religious obligations. They emphasised that while such services and facilities 
exist, they are underused and MICE staff are often unaware of their existence. Findings from local 
participant interviews in regard to their response to this include such statements as: 
 
I recently attended a venue where I had a problem with some of the staff. It was a busy day 
and when I enquired about the way to a prayer room, they first ignored my question, and when 
I insisted, they refused to help me locate it. Because I did not want to portray my religion in a 
negative light, I did not ask to speak to a manager (who I believe would have been able to help 
me right away). God teaches us to make the best of all circumstances in life, so I just walked 
towards the back of the venue expecting to find the prayer room there and I happened to find it. 
(SK 3) 
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From the above interview, it was clear that the local participant felt that she was not able to get 
information from staff about the services available to her because of a lack of staff knowledge about 
the amenities available (and potentially an unwillingness to help). Two female participants (both from 
abroad and domestic) at the Phuket and Krabi venues respectively explained: 
 
I have never walked out of a venue because of poor service (for example, dealing with a rude 
or incompetent customer service representative). When it comes to dealing with any issue, I 
remind myself that every Muslim follows Islamic teachings from the sacred text of Islam 
which is rooted from two key sources (Allah and Muhammad), although there are a variety of 
ways in which they express their practice and beliefs. Because of these different ways in 
which Muslim customers express themselves, MICE staff may not even recognise some of 
their requirements, seeing them simply as customers for whom religious practices are not 
important. However, this lack of knowledge may mean staff fail to cater for the needs of their 
Muslim customers. (PKI 9) 
 
Even though not all Muslim customers come from Muslim countries, nor are they all Thai, 
either way they expect their various cultural values, beliefs and behavior to be respected and 
given primary importance. Personally, when I have not received the service I was promised, or 
if it fails to meet my expectations, and no one at the venue is willing to help, I will not return 
there and may post my complaint on Facebook. Only then will my concerns be investigated 
and the issue resolved. (KB 1) 
 
An example of advice on how to ensure services and facilities in MICE venues meet Muslim needs is 
expressed by the following local female recipient: 
 
For the MICE sector (as well as every other industry) it is important to keep customers happy. 
In order to avoid giving poor products or services, which could upset Muslim customers, it is 
important to teach MICE staff about Islam and Muslims. Although Islamic followers share 
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similar religious practices and beliefs, they have distinctive cultural differences that influence 
their lifestyles and world views. Even among Muslim Thais from different provinces, one can 
find differences in their behavioral norms. This is because the Islamic jurisprudence to which 
they adhere is based on their family background and ethnic beliefs, and also rural/urban 
differences. (SK 5) 
 
In regards to observing participant reactions to venue services and facilities which did not meet their 
expectations, the researcher notes that some were careful not to complain to the manager as they did 
not want their religion to be perceived in a negative light, while other participants would go on 
Facebook and create considerable damage to the reputation of the venue. By doing so, it is clear from 
the interviews that the participants have different values, beliefs and behaviour. 
 
4.7 Conclusion 
 
This chapter outlined the views of both MICE staff and Muslim customers regarding their awareness 
of Islamic beliefs and practices, including their satisfaction level with current halal services and 
facilities in three MICE venues in Phuket, Krabi and Songkhla. With regards to the quantitative study, 
as outlined in Chapter 3, it was unexpected that although Islam takes an uncompromising stand 
towards alcohol and gaming, most Muslim participants have no issue with the alcoholic drink and 
gambling provided in the premises. A significant number of Buddhist participants, on the other hand, 
believed that the prohibition of alcoholic beverages and gaming in MICE venues would attract more 
Muslim customers. Without a doubt, since many Islamic clientele are still not able to be offered 
appropriate Muslim-friendly amenities, Muslim participants stated that they are not confident to 
deliver the services which comply with Islamic principles. According to the qualitative results, 
although there is not a significant difference between the views of Muslim and Buddhist staff, a few 
interesting points were raised. Most Muslim participants were, unsurprisingly, concerned that some 
Islamic clients were not able to find appropriate Islamic hospitality services, and a few were aware 
that such services would increase venue costs. Conversely, the vast majority of Buddhist participants 
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argued that although Muslims play a crucial role in the development of Thailand’s economy, the 
MICE sector is there to serve the whole community, and not all business travellers want to stay in a 
venue primarily designed for Muslims. The comparisons made across the different samples and 
between the quantitative and qualitative data has allowed the researcher to identify one of the key 
trends in the research: that the key variable in the findings appear to be the religion of participants and 
their exposure to and attitude toward cultural diversity, which will be discussed in detail in Chapters 5 
and 6. 
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CHAPTER 5 
RELIGIOUS IDENTITY AND CULTURAL DIVERSITY OF MICE STAFF 
  
5.1 Introduction 
 
Chapter 4 outlined the views of MICE staff and clients in regard to their awareness of Islamic beliefs 
and practices, and their assessment of halal-friendly services and facilities in the MICE industry. This 
chapter elaborates on some of these findings by examining the influence of religion in the lives of 
MICE staff and the significance of religious diversity in MICE venues.  
 
As discussed in Chapter 2, Muslims make up the largest religious minority group in Thailand (4.6% 
of the population). Despite this, as will be discussed in this chapter, Islamic religious identity is a 
primary mark of distinction in Thailand. Thai Buddhists are generally seen as conforming to the three 
pillars of the Thai nation: the kingdom, religion (Buddhism) and the king. However, as many of the 
participants in this research revealed, it is much harder for Muslims to be recognised in the same way. 
Although all Buddhist participants regarded Buddhism as a major facet of identity in Thai society, 
most Muslim participants feel that they integrate Thai culture into their Islamic identity rather than the 
other way around. In addition, Islam, especially in Southern Thailand, is often linked to political 
disputes involving localised conflict over territory and identity between organised militant groups and 
the Thai government. As outlined in Chapter 2, from the 1960s there have been occasional incidents 
of violence (including bombings and arson) by a small number of radical Muslim Thais, and this has 
affected the lives and attitudes of the wider southern Thai community (McCargo 2012). Not only does 
the violence threaten people in the area, especially Buddhist Thais, but it also creates a divide between 
Buddhists and Muslims (Jory 2013).  
 
Not only is this significant with respect to the identities of participants and their sense of belonging, it 
also has bearing on how cultural diversity is managed and how Muslim-friendly services are 
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integrated into the MICE industries in Thailand. Despite cultural tensions, this chapter contends that 
across the three MICE venues Muslim and Buddhist staff work harmoniously together and that each 
holds the other in high esteem, with Buddhists viewing the role played by their Muslim colleagues as 
being of vital importance to the MICE sector. 
 
However, although the relations between Muslim and Buddhist staff are mostly friendly, they hold 
differing opinions in regard to halal and on the extent to which Shari’a should be accommodated in 
the MICE industries and in workplace practices. It was not unexpected that the views of Buddhist 
participants in this regard were that introducing halal certification would deter other non-Muslim 
customers. However, the majority of Muslim participants argued that the convention centres which 
are managed in a halal-approved manner will further Muslim business opportunities, making them 
more attractive as a Muslim-friendly travel destination. The chapter is divided into four sections: (5.2) 
What is Islam?, (5.3) Being Buddhist, (5.4) Being Muslim, and (5.5) Religious diversity in the 
workplace. 
 
5.2 What is Islam? 
 
Thailand is a religiously diverse society, and is becoming more so every day (Peleggi 2015). 
Although the three sites of this study (Songkhla, Krabi and Phuket) consist of a predominantly 
Buddhist population, Muslim Thais are regarded as a significant and growing minority group (Sarkar 
2014). Despite some conflicts in Southern Thailand and the exclusion that Muslim Thais have 
experienced, Islam is not only regarded as an essential component of Thai society, but is also 
understood as having, for the most part, integrated peacefully with the Buddhist majority nation for 
more than one hundred years (Bajunid 1999). That said, while religious freedom is protected in 
Thailand, Buddhism is still regarded as the state religion, and although there are some government 
ministers who are Muslim, only a Buddhist could ever be elected as a major leader (Putthongchai 
2013). Perhaps it is not surprising then that results from this study show how the vast majority of 
Muslim participants perceive themselves and are perceived by others as being ‘different’. 
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A well-educated middle-aged female member of MICE staff who is Muslim began by emphasising 
that the Islamic faith should be viewed on the basis of situational circumstances as well as nuanced 
individual perspectives, as she explained below: 
 
The perceptions of Islam vary from situation to situation, and person to person. Islam has 
many groups and subgroups. For me, Islam consists of two principal elements: believing and 
practicing. All Muslims believe in one God and the Prophet Muhammad, and take part in 
certain religious rituals (such as praying, wearing a headscarf or a full-face veil, and fasting). 
Although professing to be a follower of Islam is allowed under Thai law, since all Thais are 
allowed to follow the religion of their choice, some Thai Buddhists use the word khaek to 
refer to us. This term, which means a ‘stranger’ or ‘outsider’, ‘visitor’ or ‘guest’, has negative 
connotations. I prefer to call myself a ‘Muslim Thai’ or ‘Thai Islam’ because these terms are 
more appropriate and used in official documents. (KBM 1) 
 
In regard to KBM 1 above, the researcher notes that she presents herself as a Thai of Islamic faith in 
order to distinguish herself from Thai Buddhists. She shies away from the term khaek as she does not 
want to be described as a visitor or an outsider in her own country, particularly since she belongs to 
the growing group of Muslim Thais living in her area. As further context to her statements, it should 
be noted that the terms ‘Thai Muslim’ or ‘Thai Islam’ were introduced by the government in an 
attempt to build a sense of Thai nationalism and integrate the Muslim minority into the wider Thai 
society (Liow 2006), with the aim of helping followers of Islam feel there is no conflict between 
being of Muslim faith and ethnically Thai. 
 
Despite such efforts, over half the Muslim Thai participants (55%) in this study indicated during the 
course of interviews that they felt they integrate the Thai culture into their Islamic identity rather than 
the other way round. In other words, their religious identity comes before their culturally Thai. 
Interestingly, while they also indicated that there is no conflict between the two, the distinction 
(having to identify oneself not simply as Thai) suggests otherwise. Nonetheless, they emphasised that 
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freedom of religion makes it easy to live as a Muslim in Thailand, adding that Islam teaches that all 
Muslims belong to one single community of believers wherever they live or reside. In regard to 
freedom of religion, two Muslim participants stated: 
 
According to the Prophet’s teachings, freedom of religion is an inherent right for everyone 
and I believe this. This means all people should be able to freely practice their own faith in 
accordance with their own will. Although I was born in Narathiwat, and therefore Islam has 
always been a strong part of my identity, I grew up in a Buddhist community, so Buddhist 
beliefs are also an integral part of my identity. (PKM 15) 
 
The teaching of Islam in Southern Thailand, where around 25% of the population are Muslim, 
is firmly rooted in mosques and Islamic schools. Muslims generally have been taught that 
there is only one relationship, the one between themselves and Allah, and therefore we have 
nothing to do with different spirits and magic. However, being a Muslim in Thailand, it seems 
to depend on the situation. Because of this, I not only follow Islamic teachings, but also 
respect the guardian spirits in which most Thai Buddhists believe. I see these two sets of 
beliefs as being the two sides of the same coin. (SKM 2) 
 
Based on the above two interviews from PKM 15 and SKM 2, the researcher notices that it appears 
that Thai identity and Islamic religion are intimately interlinked, in that it is possible to live in 
Thailand and be a practicing Muslim. However, it is clear that for some this is only achieved by 
adopting a rather individualised Islamic practice. This is likely encouraged by the fact that most of the 
Muslim staff participants in this study were born and raised outside of traditional Muslim 
communities. In the southernmost provinces, where Muslim children are sent to an Islamic school, 
they may have been less likely to show a willingness to compromise regarding religious beliefs. 
 
Interestingly though, nearly half the Muslims who participated in this study reported that Islam can be 
shaped to fit into their way of life. The three participants below are aware that some Muslims might 
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not see them as true believers, and therefore not good Muslims, because they do not openly display 
their religious beliefs, yet this does not affect their feeling of belonging to groups that they identify as 
Muslim. The following three statements illustrate this: 
 
My family and I have spent a good part of our lives in Phuket. We are not active Muslims in 
the formal Islamic sense (i.e. fasting, praying, eating halal food). In fact, we do not practice at 
all because we believe that it is our inner thoughts and feelings which lead us to make good 
choices and therefore be a good Islamic believer. Even though I have never attended a 
religious class in any mosque or Islamic education, I have been taught by my parents to be 
moderate in all that I do, and find the balance within my lifestyle and myself. (PKM 1) 
 
I was born and raised in Bangkok and I am the first from my family to go to a university in 
Southern Thailand. Even though during my studies I found that some religious practices are 
extremely important for my university friends, these are not so significant for me and I do not 
do anything formally Islamic. For instance, my friends attach a great deal of importance to 
fasting during Ramadan and daily prayers, but I only fast on the weekends and pray in the 
morning in order to avoid distractions and to be able to contemplate and concentrate. I did not 
follow my friends in order to fit into a group because I believe that I can be a good Muslim by 
practicing from the inside. (SKM 4) 
 
I come from a family which is not very religious and I do not regard this as problematic at all. 
Although we do not conduct prayers and Quranic recitations, we do celebrate Eid and other 
religious holidays with relatives and friends every year. In my mind, being a Muslim is not 
about what I do, but about living as a Muslim by making concrete choices that fit into my 
everyday life. Every practice is based on my judgements. I always practise Islam inside 
myself, such as meditating, saying prayers to myself with my inner voice or having an 
internal conversation with Allah. (KBM 4) 
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Similarly, a middle-aged male local Muslim staff member, whose wife had been a Buddhist when he 
met her but converted to Islam, stated that Islam is a total belief system, worshipping only one God, 
so its followers cannot and will not do as Buddhists do. However, he tends to not insist his wife wear 
the hijab as he preferred to be more flexible about his wife’s cultural upbringing and his religious 
doctrine: 
 
Some Muslim friends of mine used to criticise me for not making my wife, who became a 
Muslim after marriage, wear the hijab. I responded that I see her virtues as being of more 
importance than wearing Islamic clothing. Once she became a Muslim, she already had to 
stop eating pork and worshiping idols, small changes that I appreciate in my wife. (KBM 7) 
 
In comparison, other participants identified clear ritualised behaviours that were important in 
connecting them to Islam. Two male Muslim participants, who reported becoming aware of the 
teaching of Islam at a very young age, emphasised that their religion is a key cultural aspect that 
differentiates them from Tang sat sanick (non-Muslims), as the following accounts illustrate: 
 
I am a Bangkok-born Muslim living in Songkhla. My mum told me that as a newborn baby 
my dad not only whispered in my ear “I worship only Allah”, but also gave me a Muslim 
name, frequently used in Islamic religious contexts. This clearly shows that Islam is part of 
my name and soul. (SKM 5) 
 
For me, Islam is part of my name, soul and body, especially the fact that I have been 
circumcised (known in Thai as khao sunat), which makes me feel a real Muslim. This Islamic 
ritual is ethnically significant for all Muslim boys and men, as when it is done, I have to vow 
that I will worship only Allah, and the Prophet Muhammad, the messenger of God, and my 
spiritual leader. (PKM 11) 
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The interviews above clearly indicate that Islam is expressed in a number of ways, such as adopting a 
Muslim name and the ritualised act of circumcision in order to become a full Muslim. This practice is 
regarded as a key cultural marker showing that the participants have embraced their religion as a 
signifier of self-identity.  
 
While it is clear from this that Islam is practiced in different ways by different people in Thailand, it is 
also apparent that stereotypical images and perceptions, particularly amongst non-Muslims, persist. 
These quotes from Muslim MICE employees indicate that they are well aware of these negative 
perceptions. 
 
Two further participants expanded on the different ways in which Islam is perceived by referring to 
the ‘worldview’ that has emerged since the terrorist attacks of 9/11 in the United States. Although this 
extremism does not match with the lived experience of many Muslims, they are well aware that in the 
minds of some people the word ‘Islam’ is synonymous with terrorism and other forms of radical 
behaviour: 
 
I live in Krabi where Muslims and Buddhists live happily together. However, the world 
outlook on terrorism has changed since 9/11 and the media, when referring to ‘the role of 
Islam in public life’, generally views it as more likely than other religions to encourage 
violence. This places it under more scrutiny than other faiths. I think that if they could meet 
with a few Muslims they would see a great difference between the generally accepted world 
image and the individuals themselves. (KBM 8) 
 
Islam is a peaceful religion. Unfortunately this significant message from almighty God is not 
understood well. Today Islam is used in political legitimation to promote suicide bombing 
and other forms of violence. Since many non-Muslim people claim that Islam is not 
indigenous to Thailand, they see it as the main reason behind separatism in the south of the 
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country. I think our religious leaders have not done enough to speak out against Islamic 
extremists. (PKM 10) 
 
The above observations made by two female participants, KBM 8 and PKM 10, reflect the views of 
the majority of other Muslim staff participants: they believe that in Southern Thailand there are 
widespread misconceptions about Islam and Muslims, in which both are portrayed as promoting 
violence. This false viewpoint has come about due to the actions of a small number of radical 
Muslims who have violated the fundamental precepts of their own religion. This corresponds with a 
number of studies discussed in Chapter 2, which argued that Islam is regarded as being responsible for 
the conflict which has taken place since 2004 in the southern provinces and that this has impacted on 
the social politics of the southern Thai people (Sarkar 2014). 
 
Having looked at the views of the above Muslim staff participants on what Islam is (and is not), it is 
pertinent to turn to the perspectives offered by their Buddhist colleagues across the three MICE 
venues. It should be noted that a number of Buddhist participants also acknowledged the stereotypes 
about Muslims that can foster Islamophobia in Thailand. However, almost three-quarters of Buddhist 
participants in this study also expressed an unfavourable view of extremist groups in Southern 
Thailand, a trend that is not surprising given that from around 2001, Southern Thailand experienced a 
growth in extreme acts of violence, conducted primarily by Muslim extremists against the government. 
Balancing knowledge of these acts of violence against stereotypes, the following statements were not 
uncommon:  
 
Thai people in general have been influenced by the media in regard to Islam, imagining that 
all Muslims support the insurgents in Southern Thailand, as well as militant separatist 
movements. I believe that the extremism and terrorism which we have experienced in this part 
of my country is more related to power politics than a religious conflict. (SKB 1) 
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My Muslim friends from Narathiwat, a province with a Malay-speaking majority, are lovely 
people, and it saddens me to think that someone would mistreat them due to the actions of 
Islamic extremists who conduct their terror in the name of religion, killing others in order to 
create an atmosphere of fear, especially in the southern part of Thailand. I believe that Islam 
is not an ideology and those who, in the name of Islam, push their followers to commit acts of 
violence, are not true Muslims. (KBB 2) 
 
The findings from the above interviews with the Buddhist participants show that they feel that the 
violence that has taken place in the southernmost provinces in Thailand, although condemned, should 
not be linked to ‘true’ Islam.  
 
Based on the above participant interviews, the researcher observed that Buddhist participants feel 
Muslims are generally accepted as an ethnic and religious group in Thailand. It was apparent from the 
interviews that although most Buddhist participants expressed concern regarding Islamic extremists in 
the south of the country, they do not accept that Muslim Thais have committed acts of violence. 
Muslim Thais who live in the three sites of this study (Songkhla, Krabi and Phuket) were not regarded 
as being responsible for the conflict in the mentioned area. To better understand the tensions between 
national and religious identity to which some participants made reference though, more attention 
needs to be given not just to how religion is perceived, but to the role of religion in the lives of staff. 
The next section looks at the role of Buddhism in the lives of Buddhist staff. 
 
5.3 Being Buddhist 
 
Section 5.2 covered the views of MICE staff, both Buddhist and Muslim on Islam and the notion of it 
being a marker of distinction in Thai society was raised. This section looks at the role of religious 
beliefs and practices in the lives of Buddhist staff participants, so as to better contextualise the 
discussions above. As previously mentioned, Buddhism is the majority religion in Thailand (95%) and 
all Buddhist participants in this research regarded it as a major identity factor in Thai society. Further, 
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around 60% of all Buddhist participants pointed out that Buddhism constitutes the second of the three 
pillars of the Thai kingdom (the first and third being the nation and the monarchy i.e. the king). The 
Buddhist participants argued that it follows therefore that national identity is part of religious identity 
(and vice versa). They also regarded Buddhism as a symbol of Thailand, meaning that being a Thai 
generally implies being a Buddhist, which by extension suggests one cannot be a true Thai without 
practising the teachings of Buddha. This is illustrated by the following comments: 
 
Even though my ethnicity is mixed, Thai and Chinese, since my ancestors came from China, 
my identity is Thai and my religion is Thai Buddhist. I think my religion is not only a way to 
proclaim and express my identity, but also its principles help me to be a good person who is 
kind and polite, characteristics of being an ideal Thai. (SKB 11) 
 
I became a Buddhist when I was young. For me and most Buddhists in Thailand, we show our 
respect for Buddhism by reverencing or worshiping images, statues and pictures. This means 
that financially supporting Buddhist temples is a very important part of being a Thai Buddhist 
and consolidates our sense of belonging to Thailand. (SKB 5) 
 
The interviews above clearly indicate what most of the Buddhist participants believe: being a 
Buddhist is an integral part of being Thai. It should be noted that supporting the building and 
maintenance of temples is a way to secure and build Thailand as a Buddhist nation, which is in line 
with national policies of securing Buddhism as the dominant Thai religion. Therefore, Thai Buddhists 
not only support their local temple, but also try to contribute to the monasteries, especially in the far 
southern provinces (Nelson 2013).  
 
Another Buddhist participant from Songkhla, who had graduated from a university in the United 
States, stated: 
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I grew up in a small village in Songkhla. I have never been the type to have a lot of friends so 
I have never really felt connected with a larger network. I think going to a temple is my way 
of connecting with people in a way that I am not able to do in everyday life. The monks not 
only teach me to show respect to every creature but also to avoid using bad words and follow 
the good example of Thai customs, such as the Thai greeting (wai). (SKB 4) 
 
The interview above indicates that the participant sees wai as a typical example of good Thai courtesy 
related to religious identity. It is interesting to note that this greeting (which involves pressing one’s 
palms together in front of the chest and bowing) is seen as representing the ideal greeting and is 
intimately associated with Thai Buddhist worship. However, it also should be noted that from the 
observations in this study, as wai is a formal greeting in Thailand, and has no religious meaning, 
Buddhist MICE staff generally greet their Islamic clients in the same way as they do to non-Muslim 
guests. 
 
Further, two Buddhist participants from Krabi, the province with the highest number of Muslims on 
the Andaman coast, stressed the importance Buddhism has to them and the attachment to community 
that it provides: 
 
When I joined MICE staff I was given the option of living in a Muslim suburb in Krabi, so I 
thought that I would take the chance. I moved around eight hours away from my hometown, a 
Buddhist community, to work in this venue. It does not sound like much, but it is the hardest 
thing I have ever done because before I had been surrounded by a Buddhist mentality, with a 
feeling of attachment to a temple and monks. I have missed that for over two years now and 
did not think that I could make it. I assumed that I would return home where I can go to the 
temple every holy day with my parents, but I do not want to leave this job. Although life is 
better here in some ways, my spiritual feelings are worse. (KBB 1) 
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Although I come from Nakhon Si Thammarat, the most notable Buddhist community in 
southern Thailand (known as ‘Muang Phra’ in Thai) and I have learned Buddhism from some 
abbots, as a man in the street I have little knowledge of the Buddha’s teachings. My approach 
to Buddhism is more practical than theoretical, by which I mean that I like to visit 
monasteries so as to meet some monks and talk with them sometimes. Temples are not only a 
place where the elderly can meet up with their friends but also somewhere where the young 
can find calm when they feel stressed. I think the temple is the place where people go to try to 
survive in this material world. Unfortunately, there are very few temples near my workplace. 
(KBB 2) 
 
The findings from the above interviews (KBB 1 and KBB 2) show that being a Buddhist involves 
more than just spirituality. It is also associated with a sense of physical and mental wellbeing. It 
should be noted that when visiting a temple and making merit (tam boon in Thai, which includes 
offering food to the monks, giving some money to charity, releasing fish or birds, etc.), the visitors, in 
return, will receive a blessing from the monks by way of Buddhist chants and holy water. On this 
basis, in spite of the fact that religious ritual practices are given little emphasis at home and in the 
workplace by Buddhist Thais, at least as compared to Muslim Thais, the rituals are generally 
performed at a temple (or a monastery), especially on Buddhist holy days or personal special 
occasions. It also should be noted that although doing these rituals is viewed as ‘a real Buddhist’ who 
is being true to their faith, it is not supposed to follow. 
 
Two middle-aged Buddhist participants, originally from Phuket and holding senior MICE positions, 
referred to how Buddhism influences them to become more aware of sacred powers, often represented 
in the form of worshipping spirits and statues, as the following accounts illustrate: 
 
Even though I spend most of my daily life in a Muslim majority community, I am proud to be 
a Buddhist in Thailand, one of the largest Buddhist nations in the world. As a Buddhist I have 
enormous respect for temples and monks because they not only represent Thai Buddhists but 
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also many spirits in monasteries are recognised as being very important. I do not mind if the 
temples are small or big, or just an average size, because the miracles, the sacredness and the 
help I get can be found in every temple. (SKB 13) 
 
And similarly:  
Whether religion is a good or bad force in the world has been debated for a very long time. 
All Buddhists from Phuket have Luang Po Chaem (a venerable monk), who was that time 
Abbot of Wat Chalong between 1850–1908. The temple is one of the most important temples 
in the Andaman Coast provinces. Although for me he is a great respectful monk in my life, I 
also have others, such as Luang Poo (a grandfather, monk) Supa, but Luang Po Chaem is very 
special because of his healing powers. Many Buddhist people enjoy lighting candles, offering 
lotus flowers and applying a gold leaf to the statue of Luang Po Chaem when they visit his 
temple. Doing this is supposed to bring health, good luck and wealth. (PKB 1) 
 
The findings from the above interviews show that believing in the ‘guardian spirits’ is common 
among the Buddhist participants. It seems many of the participants are aware that in the context of 
Southern Thailand they feel that it is the fact that they are Buddhist that allows them to feel a sense of 
national identity. Furthermore, Buddhism and spirituality, which also represent a strong marker of 
identity in their lives, are very much connected. It should be noted that Buddhists believe that 
‘guardian spirits’ protect against demons. 
 
Having looked at the perspectives of Buddhist staff participants, it is pertinent to turn to the views of 
their Muslim colleagues in regard to how Islam is accommodated in their lives alongside their other, 
sometimes conflicting, roles and responsibilities. 
	 125	
5.4 Being Muslim 
 
Section 5.3 outlined the role of Buddhism in the lives of Buddhist staff participants and this section 
examines the role of Islam in the lives of Muslim staff. It is evident from the interviews that Islam has 
not only been a source of identity that reflects the role played by religion in the lives of Muslim Thais, 
but it has also influenced the Muslim staff work preferences, as will be discussed in the section on 
religion in the workplace below. The majority of the Muslim participants emphasised that mosques 
and the imam (Muslim spiritual leader) are crucial to their lives, as they are to other Muslim 
communities around the globe, and that they base their lives on the Islamic faith. However, although 
the Muslim participants ascribed a high level of importance to their personal beliefs, as with the 
Buddhist staff interviewees, some emphasised that they only participate in religious activities on an 
occasional basis. 
 
For instance, an overseas university-educated Muslim female participant had chosen not to follow the 
expectations of the Muslim behavioural norms in which her parents believed: 
 
I am a quiet Muslim who grew up in a religious community in Yala where most women got 
married, settled down and kept house. I never thought I would do anything different. However, 
after I had completed my bachelor degree in the United Kingdom, I learned that I could build 
my own life and my whole outlook changed. This meant that instead of getting married as my 
parents expected me to do, since this would be in accordance with Islamic belief, I decided to 
get a full-time job. I enjoy my work very much but I was thinking recently that if my mother 
and father had still been alive, they might not have liked who I have become. (SKM 5) 
 
In regards to SKM 5 above, the researcher noted that after graduating from abroad, she placed less 
emphasis on religion, rejecting the local traditions of her youth and expectations of her parents. It 
should be noted that weddings are an important part of Muslim Thai life and if a daughter does not get 
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married, or if the wedding is not a magnificent display, then this will directly reflect on the family, 
diminishing their status in the eyes of others. 
 
Two Muslim male participants indicated that they felt relaxed in telling me, in a conversational way, 
that they were well aware that they were not fulfilling all their religious obligations but they still 
wanted to share Islam with others: 
 
I work eight hours a day as a venue security guard and I do not practice Islamic teachings as I 
should. However, as the mosque is the most important place for all Islamic followers, and 
tomorrow will be my day off, I am planning to participate in a prayer group there. Although I 
am not knowledgeable about Islam, I like to share my faith with people from different 
religious backgrounds. I tell them that my religion does not teach us to harm others. (SKM 2) 
 
I not only watch religious TV programs and listen to religious radio talks but I also share my 
religious faith on social media (such as Facebook and Twitter). What I enjoy doing most is 
telling everyone that my religion is one of peace. The worst thing that can happen to me is 
someone telling me about a Muslim who has committed an act of violence. (KBM 14) 
 
The findings from the above interviews with Muslim participants show that since the escalation of 
violence by some fundamentalist Muslims, and the way it has effected the southerners’ lives 
(particularly in the most southern provinces), followers of Islam are trying to convince people that 
theirs is a religion of peace and continuously having to distinguish themselves from extremists. 
 
Nearly half the Muslim participants (46%) reported that Islamic duties, especially praying five times 
daily and fasting during Ramadan, are generally not central to their lives. However, even though the 
participants do not follow their religious obligations regularly, they do observe certain traditions. One 
participant highlighted: 
 
	 127	
Although some Muslim women, including myself, who work in the service industry, believe 
in Islam, we do not wear a headscarf. Yet for me, it is important to show that I am a good 
Muslim, even though most people are aware of my religious faith. This means that I 
sometimes post photographs of myself on Facebook when I am wearing Islamic clothes on 
major Islamic occasions, especially the final day of the fasting month of Ramadan (Hari 
Raya), when all Muslims, wherever they live, are expected to return to their homes to visit 
their family. (PKM 17) 
 
The above comment shows that although the participant tends to play down the role of her Islamic 
obligations in her working life as a member of MICE staff, she nevertheless makes a point of letting 
her friends and family know her personal sense of identity and belonging. She appears to have found a 
balance between religious faith and social activities, which suits her lifestyle as a Muslim working in 
the industrialised MICE sector. It is also indicative perhaps of feeling that her professional identity is 
not compatible with her religious identity. While this will be discussed in more detail in the following 
section, such issues were further emphasised by a young Muslim male from a quiet Muslim fishing 
village in Samui Island, the second biggest island in Thailand, in the Surat Thani province. He stated: 
 
My grandfather was a Quranic teacher and he taught me that Islam is not a difficult religion to 
follow, and never has been. Although some of my Muslim colleagues are quite modern in 
their outlook and their religious practices (mostly in the area of diet, dress and rituals) and do 
not seem to be good traditional Muslims, I think it is possible to manage our time in order to 
have a balance between family, friends and work, as well as carrying out our Islamic duties. 
(KBM 9) 
 
It is evident from the above interviews that the participants felt that it is possible to practise Islam, 
while at the same time balancing one’s religious obligations with familial and occupational 
responsibilities. It is interesting to note that in the opinion of a teacher of the Quran, carrying out 
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one’s religious duties is not a difficult thing to do. It can be assumed, however, that his lifestyle in ‘a 
quiet Muslim fishing village’ is very different from that of workers in the MICE industry. 
 
One female Muslim participant, wearing a brightly coloured hijab with normal western clothing, said 
that she was the first in her family, of either gender, to have received a university education. She 
emphasised that Islam will always come first for her as she is not prepared to compromise her 
religious faith. She explained she had had the opportunity to work in Chiang Mai, the best-known 
tourist destination of the northern province of Thailand: 
 
As most Muslim Thais elsewhere, I practice my faith in a peaceful manner and I am proud to 
call myself a Muslim. I turned down work at a five star MICE hotel in Chiang Mai around 
seven years ago because I was not allowed to wear my hijab. My father, an Islamic school 
headmaster, suggested that I work at a very small Muslim-owned resort in Phuket, my 
hometown. Here, staff are not allowed to wear revealing garments, and those who wish to 
wear their hijab may do so. (PKM 12) 
 
The findings from the above interviews with the Muslim female participant show that she exercises 
her freedom to dress as she wants in Thailand, where there are no laws restricting her from covering 
herself more than non-Muslim Thai women. It should be noted that although Thai law allows people 
of religious faith to wear the clothing of their choice, some workplaces are less tolerant, stipulating 
that Islamic clothing (such as hijabs) is not allowed. Similarly, men in Thailand who want to wear 
long beards will not be given employment in the MICE industry, as Thai people have a mistrust of 
excessive facial hair. 
 
When asked what they knew about their religion, most Muslim participants (80%), mentioned that 
knowing what is considered to be right and what is wrong in regards to Islamic norms and values is of 
paramount importance to their Muslim way of life. Two participants stated: 
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Before I became a mother, I used to think it was not important to pray and wear the hijab, but 
now I have two small sons, I realise I was wrong and I neglected my Islamic duties in the past. 
Since this realisation I have devoted more time to reciting the Quran and have discovered that 
I like it very much. I have also become more aware of Muslim practices, which are allowed or 
forbidden. However, as I have so many Buddhist friends and feel comfortable with much of 
the Thai culture, I still participate in some Thai celebrations, which some Muslims do not, but 
such participation is acceptable only under certain conditions. (PKM 19) 
 
It is interesting that once the above participant became a mother, she began to be more mindful of her 
religious duties. This was echoed by a 40-year-old Muslim male working in marketing: 
 
My father is a Muslim, but only in name, and my mother was a Buddhist, but converted to 
Islam when my father asked her to. Both my parents have taught me a little about what is 
acceptable and not acceptable in Islam. During my teenage years, I felt that my religion 
limited my freedom, as I liked going to the pub and drinking whiskey, which is clearly 
forbidden in Islam. However, since I became an adult, my religious point of view has changed 
and I rely mainly on my religious beliefs for guidance on questions about right and wrong. I 
am aware of what is prohibited in Islam and I do not have the authority to change it, and 
anyway I believe that Allah would not teach what it is impossible to practice. The problem 
usually comes from people around us. (KBM 10) 
 
The above interview extracts reflect the responses of the majority of Muslim participants in this study: 
that they are likely to observe their Islamic practices, such as halal consumption and daily rituals that 
help them to lead a good Muslim life. However, a small number of Muslim participants (both those 
who have spent most of their lives studying Islam, and those who were born in a Muslim community) 
state that they are totally 100% committed to all Islamic principles and set themselves the highest 
standards in carrying out these obligations. 
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5.5 Religious Diversity in the Workplace 
 
Having covered the views of Muslim MICE staff on how religious beliefs and practices effect their 
everyday activities, including their career choices, this section seeks the opinion of both Buddhist and 
Muslim staff on the influence of religious diversity on the MICE sector. This will include staff 
perspectives on working with Muslim colleagues and the challenges of catering for Muslim customers. 
Common points of discussion during interviews included ‘the different religious practices and 
observances of MICE staff at work’, ‘staff perceptions on working with Muslim colleagues’ and 
‘choices of catering for Muslim customers’. Each of these themes is elaborated below. 
 
The vast majority (85%) of the Buddhist and Muslim staff who participated in the research indicated 
that both religious groups had contributed to the development of the rapidly growing hospitality sector 
in Thailand, including MICE. However, 40% of Muslim staff participants argued that Muslim Thais 
generally have not received adequate recognition for their role. 
 
Two Buddhist participants, both female and of Chinese-Thai background, expressed their views as 
follows: 
 
For MICE Buddhist staff, we practise our religion mentally and do not carry out any religious 
rituals at work, except on very special occasions. These are rare and involve inviting monks to 
conduct a holy ceremony and receive food that we have provided. However, I am aware that 
the five pillars of Islam are significant to all Muslims and I am also mindful of the fact that 
praying is important to them.  Although my boss and I are Buddhist, we allow all Muslim 
male staff to go to the mosque to pray on Fridays if they do not have work duties. If they do, 
then they are still allowed to pray at the workplace. (PKB 1) 
 
Inevitably I have less in common with my Muslim colleagues than I do with my Buddhist 
ones. Also I have found that my Muslim staff are much more likely to interrupt their duties 
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due to their religious obligations than their Buddhist co-workers are. In other words, Muslims, 
especially males, take more time off work on average than Buddhists, whether it is for their 
individual prayer routine, or to attend congregational prayers on Friday. (KBB 2) 
 
Both these interviewees had grown up in urban areas in Southern Thailand and worked as senior 
venue managers in Krabi and Phuket.  In regard to their observations, although exceptions are made 
for Muslim staff, which allow them to fulfill their religious obligations, these can interrupt their duties 
at work. Presumably, this in turn can affect their chances of promotion. It should be noted that 
generally, Muslims in Thailand, especially in the southernmost provinces, are seen as putting their 
religious beliefs before their work and for this reason they are regarded by some in Thai society as 
economically disadvantaged (Putthongchai 2013). 
 
Having looked at the perspectives of Buddhist staff participants, it is pertinent to turn to the views of 
their Muslim colleagues across the three MICE venues. In regard to being able to follow their 
religious faith while working at MICE venues, two clean-shaven young Muslim males who had been 
raised in traditional Muslim communities in Southern Thailand stated that: 
 
It has been an absolute pleasure working here for the last 4 years and I have not felt the need 
to hide my identity. My boss treats me very well, allowing me to practise my religion openly, 
including going to the mosque for noontime prayer on Fridays. As well as this, my Buddhist 
colleagues are very helpful and are happy to cover my work during these times off. They also 
avoid offering me lunch or any food during Ramadan. (PKM 13) 
 
Ever since I began working with my boss, he has shown respect for my religious values. My 
Muslim colleagues and I are allowed to pray, attend Friday prayers, and take special extra 
breaks to participate in important Islamic holy days. However, most of my Muslim colleagues 
and I try to avoid religious-related work interruptions. This means we usually conduct our 
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prayers at the venue and do not take the extra time off for Islamic holy days if no staff are 
available to cover our duties. (KBM 12) 
 
In regard to the above responses, the researcher noted that KBM 12 was happy for others to cover for 
him so that he could pray, but he and his Muslim colleagues wanted to keep such work interruptions 
to a minimum, despite the willingness of their non-Muslim co-workers to co-operate. 
 
Along similar lines, two 35-year-old local Muslims, both raised in Phuket and working there, spoke of 
their religious duties and responsibilities at work: 
 
Although I am allowed to have short breaks for Muslim merit-making (tam boon in Thai), 
especially after Ramadan (Hari Raya), on some busy days, due to work commitments, I miss 
Friday congregational prayers. However, I know that I can pray in the afternoon instead when 
I have completed my work and this can be done anywhere up until the time before the next 
prayer of the day (before the sun sets). (PKM 11) 
 
Although I am proud that I am able to conduct my religious duties and participate in the 
Quran class every Friday evening, I, as a human, sometimes feel tired on busy days because 
of work and want to sleep rather than do any religious practices. However, I think both 
spiritual commitment and career advancement and professionalism can be managed in parallel. 
This can be done by taking a shorter lunch break to make up for time spent in individual 
prayer and worship. (PKM 5) 
 
It would appear from the above two interviews that although the employers allow their Muslim staff 
to attend the mosque on Fridays, the participants consider it their duty to balance their work 
responsibilities with their religious commitments. 
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Two female Muslim staff members, who do not wear the hijab regularly despite their families’ 
disapproval, stated that they are aware of the covering headscarf because it is regarded as being very 
symbolic for a female Muslim: 
 
I am a moderate Muslim, born and raised in central Thailand. What I want is a peaceful, fair, 
safe environment in which to work. I realise that multiculturalism is about values and beliefs. 
It is not a skin colour, a look, or a cuisine. (SKM 5) 
 
I basically practise what every Muslim follower does, but in moderation. I prefer to wear a 
hijab and wear it at some conservative Muslim events for cultural reasons. I think MICE staff 
should be allowed to wear the hijab and it has never been an issue with any of our customers. 
However, a veil that covers the entire body and face, except the eyes, should not be allowed. 
(KBM 16) 
 
Furthermore, the participants explained that when consideration was given to how to provide Muslim-
friendly amenities and how to treat Muslims, allowing for Islamic rituals to be carried out in MICE 
venues, decisions were mainly made by venue management, most of whom were Buddhist. However, 
all participants in venue management positions, such as managers and senior managers, insisted that 
they were fully aware of the different religious practices and the needs of Muslim staff and customers. 
 
Following on from the general stated position of management, two Buddhist male participants of 
around 45 years old spoke in more detail. Both are senior managers and work in Songkhla but were 
born and raised in central Thailand. They explained: 
 
This venue is for people of every faith and no matter whether some (Muslims) cover their hair 
and neck but not the face, and others (non-Muslim) may dress in western style, they are all 
treated with the same respect. Although I was born a Buddhist, I am not religious, and do not 
consider Buddha to be a God I have to worship, asking him to give me a good life. I put effort 
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and energy into ensuring that people of all religions are treated fairly and with respect at this 
venue. (SKB 10) 
 
Even though I respect Buddha as a great man and worship him at the temple, I am aware that 
for Muslims, worshipping their God plays a vital role in their lives. On this basis, a prayer 
room has been provided for them in this venue. Furthermore, female Muslim staff are allowed 
to wear the hijab and male staff are allowed to go to the mosque every Friday afternoon. 
However, as this venue has no kitchen and all food and beverages are ordered from nearby 
restaurants for every event, all staff are supposed to have their meals outside the venue.  
(SKB 3) 
 
The interviews above clearly indicate that the two Buddhist participants respect the devotional life of 
Muslims by providing them with a prayer room where followers of Islam can kneel down, pray and 
worship their God. It should be noted that although idolatry is not part of Buddhism, Thai Buddhists 
nevertheless show respect and admiration for the Buddha. 
 
With regard to fulfilling Islamic religious duties at work, as outlined above, two married Muslim 
female staff members, wearing hijabs the same colour as the venue uniform, related accounts of 
indirect discrimination in the workplace, which they have never forgotten. Both participants were 
born and raised by traditional Muslim families in Southern Thailand and work in Krabi and Phuket: 
 
I can do any job, work with everybody and I do not mind but my Muslim lifestyle should be 
respected. Some of my closest Muslim friends, after having experienced numerous rejections 
from job interviews, have betrayed their religious principles by removing their hijab and 
stopped praying in the workplace. This is because the five star MICE hotel policy does not 
permit staff to cover their head or pray during work hours. I do not blame them for doing 
what was necessary to get a job but I find it is very distressing. Even though this venue is 
smaller than those where my friends work and is not an international MICE hotel, special 
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consideration is always given here to staff requests for flexible work schedules during 
Ramadan and a hijab can be worn as part of the staff uniform. (KBM 15) 
 
Although I was allowed to pray during working hours in my previous job, I was not allowed 
to wear the hijab, or speak of my religion to customers. Furthermore, halal food was not 
available in the staff canteen, so for two years I had to prepare my own food for work. I felt 
completely unwelcome there and that I was not seen as an individual. Working here is 
wonderful because every religious faith is respected and all staff are provided with food for 
lunch which does not go against their religion. (PKM 8) 
 
It would appear from the above two Muslim female participants that although wearing the hijab is a 
visible sign and a tool for them to proclaim their faith as an Islamic believer, they are very aware that 
this does, in turn, have an impact on other people’s perceptions of them. It should be noted that from 
the observation in this study, a very small proportion of five star international MICE hotels in 
Southern Thailand allow their Muslim staff to wear the hijab and go to the mosque on Friday. 
 
In addition to the above negative accounts of treatment of staff in MICE venues, two Muslim staff 
participants with no beard recounted similar experiences. Both had grown up in traditional Muslim 
communities in the southernmost provinces and graduated from prestigious universities in Bangkok, 
but now lived and worked permanently in Krabi and Phuket: 
 
Because I like to lead a more ‘traditional’ life than other Muslims, my colleagues in my old 
job saw me as sometimes being unnecessarily complicated. I used to worry about people 
knowing that I follow Islam because this usually led to questions about my religion. Being a 
Muslim involves being judged for everything I do so I did not tell anyone at work about my 
faith because I was the only Muslim there. I did not want to explain myself as I did not want 
to feel segregated. People do not always understand the choices of another person and I 
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believe that everybody can make their own choices as long as they do not harm other people.  
(KBM 18) 
 
Three years ago I was the only Muslim employee at a large MICE venue hotel but the 
management supported Islamic afternoon prayers. Although I was friendly, I felt invisible 
because some colleagues did not even talk to me. I tried to fit in by hanging out with them 
and drinking alcohol after work. At first our relationship seemed better but after I had a 
family, I stopped taking part in social gatherings where alcohol was served. (PKM 9) 
 
In conclusion, interviews with MICE staff provided insights into how they managed their own and 
others’ religious observances at work. For the most part, Buddhist staff were prepared to make 
allowances for their Muslim colleagues’ religious commitments (for example, by covering for them at 
work), however the absences of these staff was also noted and identified as an impediment to 
promotion. Dress code was also an issue, with inconsistency among MICE management regarding the 
wearing of the hijab. It should be noted that the degree to which Muslim staff are allowed to fulfill 
their religious obligations plays a vital role for them in determining whether or not to work in a MICE 
venue. When looking at the next trend the views of both Muslim and Buddhist MICE staff in regard to 
cooperating with their Muslim colleagues are examined. 
 
When MICE staff were asked for their opinions on working with Muslim colleagues, nearly 70% of 
all participants reported that their colleagues, whether or not Muslim, skilled or unskilled, across the 
three MICE venues in Songkhla, Krabi and Phuket, have worked alongside each other harmoniously. 
Further, the majority emphasised that they hold their Muslim co-workers in high esteem and feel that 
the role they play is of vital importance for the MICE sector. They also stressed that the success of the 
industry depends on cooperation between Muslim and Buddhist colleagues.  
 
Following on from the above, looking first at the Buddhist staff members of venue management, as 
mentioned in the previous section, Buddhist participants report Muslim staff as making up an essential 
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part of the identified industry. In fact, it was clear that the majority of Buddhist participants treat their 
Muslim colleagues as equals, with most prepared to do special favours by covering work duties for 
them sometimes. Three Buddhist male participants in their mid-40s from Songkhla, Krabi and Phuket 
reported: 
 
Although I am a Buddhist, as venue manager I attach great importance to promoting the status 
of my Muslim colleagues because they are essential to making our venue a success. Even 
though there are few Muslim staff in this venue, they are encouraged to preserve their identity 
and work according to their religious principles, traditions and Muslim way of life. (SKB 6) 
 
For me, the work of a venue manager differs greatly from that of my previous job as a hotel 
manager. The first day I started working in this venue I found it strange that the majority of 
the staff in my section were Muslim. However, I have come to realise that it is very rewarding 
to work with people from different cultural backgrounds. Although some Muslim staff avoid 
participating in any Thai celebrations (i.e. Songkran and Loy Kratong [Thai New Year and a 
waterways-based festival]), they help their colleagues to set up such events, even though their 
religious beliefs prevent them from directly contributing to the occasion, which involves 
music and entertainment. (KBB 1) 
 
Being a senior manager is not an easy task because a big part of my position is to listen to 
every staff member, some of whom have a strong religious culture, especially Muslims. 
Although all media attention has been on the tiny portion of Islamic followers who have been 
brainwashed by extremists, there has been no evidence of bullying or discrimination in my 
workplace and I do not see my Muslim colleagues as being different from any others.  
(PKB 10) 
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The researcher observed that not all Buddhist participants looked on their Muslim colleagues 
favourably. Three Buddhist participants, of Chinese-Thai background but born and raised in Bangkok 
and working in Songkhla, made it clear that they prefer to work with fellow Buddhists: 
 
Although I have never had any trouble working with Muslim colleagues, I prefer to work with 
Buddhists because they generally have a better command of English than Muslims, and a 
stronger work ethic. Some people argue that in order to attract Muslim customers we need 
Muslim staff, even though it means work responsibilities need to be shared between Muslim 
and non-Muslim staff, in order for the former to fulfill their religious requirements, such as 
attending the mosque on Fridays. It should be kept in mind that finding Muslim staff qualified 
in hospitality is hard, on top of having to make special allowances for them. (SKB 2) 
 
As a member of four venue committees, I am well aware of the recruitment process. Our top 
target is Buddhist staff because they can respond to our need to work during lunch time and 
late afternoon when required. However, some Muslim employees, especially males, choose to 
practise their faith in complicated ways. For example, some are not willing to go to the closest 
mosque on Fridays but insist on taking more time off work to travel to one further away. 
(SKB 11) 
 
I am aware that even though each individual Muslim has a degree of flexibility in how they 
practise their religion, they generally follow the same standard of Islamic conduct. My boss is 
a good person and happy to accommodate different faiths and encourages every staff member 
to express their specific requirements. However, some of my colleagues are not happy about 
covering for Muslim staff who want to start work very early in the morning and leave before 
others during Ramadan so that they can be home for the end of the day fast. Even though this 
is one of the largest venues in Thailand, our number of staff is limited and we are extremely 
busy every month. (SKB 15) 
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Based on the above three interviews in regard to working with Muslim colleagues, the researcher 
observed that one participant, SKB 2, was not happy about the lack of English language skills he had 
noticed, whereas SKB 11 and SKB 15 mainly focused on what they regarded as an inferior work ethic 
amongst Muslims. SKB 15 claimed that “some of his colleagues” were not happy about being 
expected to work overtime to accommodate their Muslim colleagues and therefore preferred working 
with fellow Buddhists. One interesting observation is that the vast majority of venue management 
members (most of whom are Buddhists) in south Thailand fear that MICE responsibilities would be 
diminished by Muslim staff who follow the complete guidance of Islamic teachings. On this basis, 
there are very few Muslim staff in MICE venues, especially five star MICE hotels. 
 
In contrast to the concerns outlined above, a middle-aged male participant of Chinese descent from 
Krabi, a first-time senior manager, argued that employing Muslims decreases workplace stress 
because they typically have a more relaxed approach to work than Buddhists (this had been his 
experience when he had been on the hotel staff with two Buddhist bosses, in one of the largest hotels 
in Phuket): 
 
I am not someone who is sensitive to cultural differences, but working with venue staff who 
have to cater for different types of customers drives me crazy. I prefer to work with Muslim 
colleagues, rather than Buddhists, because there is a more relaxed and peaceful atmosphere 
with Muslims. Even though they may be less productive and engaged in their work than 
Buddhist, they are very laid back about the whole situation and do not get annoyed or angry 
with people. (KBB 2) 
 
The interview above shows a different viewpoint to that of the Buddhist participants from Songkhla, 
in that KBB 2 from Krabi emphasises the positive aspects of working with easy-going relaxed Muslim 
colleagues, even though he concedes they might underperform at work. Equally, knowing that they 
will be freed up to meet their religious obligations may help them achieve a sense of balance and 
perspective at work. 
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Having looked at the accounts given by the Buddhist participants in regard to working with Muslim 
colleagues, it is pertinent to turn to the views offered by Muslim participants, working alongside 
fellow Muslims, across the three MICE venues. 
 
With respect to Muslim staff being hired in MICE venues, nearly half the Muslim participants (48%) 
stated that if they made up the majority of staff this would be the best way to promote Muslim-
friendly venues in Southern Thailand. Two newly-graduated Muslim females, both born in Pattani, 
the southernmost province where there is a Muslim majority (81%) but who had lived most of their 
lives in Krabi and Phuket, Buddhist majority provinces (65% and 82% respectively), claimed: 
 
I do not have any difficulties working with Muslim or Buddhist colleagues. I see retaining 
Muslim employees as a majority group of staff members as crucial if the aim is to promote a 
Muslim-friendly venue, because only these staff members are fully aware of the exact 
requirements of their fellow Muslims. This also helps venue owners to reduce costs and time 
for training their employees to gain knowledge about Islamic hospitality services. (KBM 13) 
 
Most of the staff I work with, and I myself, have an open approach to people and we care and 
respect all of our colleagues, whatever their religion or belief, as this venue has never had 
discriminatory practices. For me, if we had a majority of Muslim venue staff, it would be 
helpful, because we could learn from each other and share our Islamic knowledge. By doing 
so, I believe that Muslim-friendly services would be delivered to Muslim customers correctly. 
(PKM 18) 
 
Based on the above two interviews, the researcher observed that although neither participant reported 
any problems working with any of their colleagues (whether Muslim or Buddhist), both placed 
emphasis on the need to ensure that the majority of staff hired are Muslim in order to attract more 
Muslim customers. 
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Nearly a third of Muslim staff participants in this study (30%) argued that there are benefits to 
working with Buddhist colleagues. As an older Muslim male participant, from Krabi with extensive 
experience working with both Muslim and Buddhist staff, explained: 
 
Although Islamic practices are different from those of other religious beliefs (such as 
Buddhism and Christianity, each of which have their own identity and values), I have never 
been treated any differently by my Buddhist colleagues. As a fifty-year-old Muslim employee, 
I choose to work with Buddhist colleagues because their abilities in hospitality and customer 
service are generally more professional than those of Muslim workers. Although it is possible 
to have high performing Muslim staff, it is so hard to find them. (KBM 6) 
 
The quotations above illustrate how a significant number of Buddhist participants expressed concern 
about the skill level of Muslim staff, in regard to their level of English and work ethic. This was most 
prevalent in Songkhla where ten participants agreed that this was a concern. Although some Muslim 
staff find it hard to meet their job responsibilities and also their Muslim obligations, most argued that 
there is growing demand for Muslim customers in the MICE sector and only Muslim staff know how 
to cater for Muslim customers. It should be noted that although employees in sectors other than MICE 
may require staff to make up for their missed work by either staying later or coming in earlier, MICE 
cannot afford such flexibility. The principal theme in the following chapter examines MICE staff 
reflections on hospitality and customer service standards which fit in with Islamic aspirations in the 
MICE industry. 
 
5.6 Conclusion 
 
This chapter identifies the views of Muslim and Buddhist staff regarding their awareness of Islamic 
belief and practices, as well as the provision of halal services and facilities in three MICE venues. 
With respect to Buddhist and Muslim staff knowledge of Islam, the interviews clearly indicated that 
Islam is expressed in a number of ways. Although Buddhism is regarded as the state religion, the 
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majority of Muslim participants mentioned that they integrate Thai culture into their Islamic identity 
rather than the other way round. Whereas most Buddhist participants expressed concern regarding the 
stereotypes about Muslims that can foster Islamophobia in Thailand, they do not accept that Muslim 
Thais have committed acts of violence. Regarding the influence of religion on the work and lives of 
Buddhist and Muslim participants in this study, it was apparent that, at least for the most part, 
Buddhist staff were prepared to make allowances for the religious commitments of their Muslim 
colleagues (for example, by covering for them at work). Dress code was also an issue, with 
inconsistency among MICE management regarding the wearing of the hijab. The following chapter 
(Chapter 6), will present the interview findings of both local and international Muslim customers, 
regarding the extent of Islamic hospitality services and facilities across the three MICE venues. 
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CHAPTER 6 
RELIGIOUS IDENTITY AND THE MICE CUSTOMER EXPERIENCE 
  
6.1 Introduction 
 
Chapter 5 outlined the views of both Buddhist and Muslim MICE staff in regard to their respective 
religions and the influence of their religious identities on their own lives and workplace practices. 
This chapter draws on the views of 62 Muslim MICE customers, 31 local and 31 international, 
regarding the impact of Islamic requirements (such as halal food, prayer rooms and bidet showers) on 
the MICE industry. It also considers their assessments of venues and whether they feel that their 
religious values and principles are respected and/or prioritised. In addition, their satisfaction levels 
with current event amenities are also addressed. 
 
This chapter presents the qualitative results from the open-ended questions exploring the religious 
beliefs and practices of the MICE customers who participated in this study. Similar to the religious 
practices and beliefs of MICE staff discussed in Chapter 5, the findings show that although the 
Islamic faith is an important force in the lives of the Muslim MICE customers, there are varying 
degrees of Islamic religiosity which influence their expectations regarding Islamic hospitality services 
and facilities. Overall, the local male Muslim participants appeared more willing than the females to 
make some compromises in their religious requirements in order to attend events. In addition, local 
female participants in particular seemed more selective than both male participants and female 
participants from overseas with regard to the food they consumed and the manner in which it was 
prepared. 
 
Findings in this chapter also indicate that even though the Muslim participants come from a variety of 
backgrounds, they all regard Islamic practices as something that cannot be separated from their 
everyday lives. On this basis, MICE amenities that comply with commonly acceptable Islamic 
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practices and standards of Muslim-friendly hospitality services are significant factors that may 
influence the decisions of local and foreign Muslim customers when choosing a venue.  
 
This chapter is organised around central ideas relating to religious identity and the experience of 
Muslim MICE customers when attending venue events. There are three sections: (6.2) What Islam 
means to me, (6.3) Limits to religious practice in tourism, and (6.4) Making MICE Muslim-friendly. 
Details of the three sections are presented below. 
 
6.2 What Islam means to me: diversity in MICE customer beliefs and practices 
 
This section focuses on the role religion plays in the lives of the Muslim customers, both locally and 
abroad. More specifically, it examines the religiosity of Muslim clients, issues of religious pluralism, 
and the associations between religion and wellbeing. Each of these topics are explored below. 
 
Most religions are viewed by their followers as a way to provide meaning to life and Muslims 
generally believe that only Islam can provide the answer to that question. However, it is evident from 
the interviews conducted in this study that the participants consider Islam as being more than just a 
religion, but rather a complete way of life which has a direct effect on their wellbeing. The vast 
majority reported that they felt happier and more satisfied with their lives as a result of embracing 
Islam. This sentiment is illustrated by the following comments from two participants: a young local 
female customer in Songkhla, followed by a middle-aged male Malaysian customer in Krabi: 
 
Islam is crucial for me. I have always felt very happy and proud to have been born a Muslim 
and mindful of the fact that I can only achieve my goals in life when I strictly follow God’s 
guidance. This means that by following the guidelines of Islam, I am guaranteed a satisfying 
life while awaiting eternal happiness. (SK 5) 
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Islam encourages me to be generous towards my family, friends, neighbours, strangers and 
even enemies. This kindness gives me values that make me a better human being. (KBI 10) 
 
In a similar vein, the middle-aged male Malaysian customer participant from Phuket stated that:  
 
God’s guidance has the potential to make me feel satisfied everyday under any circumstances. 
In particular, just helping some needy children, by giving a small donation, in order to please 
Allah, always brings a smile to my face and a feeling of satisfaction in my heart. (PKI 6) 
 
Indeed, the findings above show that Islam can give a sense of contentment to participants when they 
perform acts of kindness (even by giving a small amount to charity) as they believe that by so doing 
they will find favour with God. It should be noted that the three participants, one local (SK 5) and two 
overseas (KBI 10 and PKI 6) also draw attention to the fact that when they undertake religious 
commitments, such as praying and consuming halal food, especially during business trips, their MICE 
journeys have become increasingly satisfactory. The next trend examines the role of the daily practice 
of Islam in the lives of its followers. 
 
It is evident from the interviews that participants believe that Islam can not only help meet their 
spiritual needs, but also improve their mental, emotional and physical health. They reported that their 
faith, through giving them a good connection with God, allowed them to enjoy life more, while 
making them better, more relaxed people. One male participant from Krabi around 25 years of age 
reported:  
 
Day-to-day issues strongly affect my stress levels and mood. By practicing my religion, I can 
be thankful for every day and look forward to a better tomorrow since worshipping God 
changes my outlook on life as a whole. (KB 2) 
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Most participants stated that Islam provides them not so much with the ability to understand 
themselves, but the promotion of virtuous ideals and character growth, reducing the ego and 
promoting humility. By following Islamic principles, they felt they became more concerned with the 
greater good, rather than just themselves. One female, Malaysian customer participant from Songkhla 
claimed: 
 
Islam helps me to become humble. Through Islam I have come to realise how large the world 
is and how minor my problems are in comparison. I have become much less selfish and when 
praying for other people I feel more sympathy for them. By praying correctly, I have seen a 
change in my overall attitude, which has also made me feel happier both mentally and 
socially. (SKI 2) 
 
Some participants reported that Islam helps them to be more forgiving, both of themselves and others, 
as we are all human beings and as such we sometimes make mistakes. Islam helps them no longer feel 
angry with themselves for past mistakes so that they can move on. In addition, their religion helps 
them to gain some insight and sense of direction when going through a very emotional time, with 
God’s teachings giving them hope that all will be well. As one middle-aged local female customer 
participant from Phuket explained: 
 
Any success I have had in life, I contribute 100% to Islam. As a religious person, I am calm at 
all times, both in good and bad circumstances. For me, Islam is like a miracle medicine that 
can especially heal my mind. When I face difficulties, Islam answers all my questions and 
allows me to have a positive attitude, whatever the situation. For example, when two people 
have had an accident and each has broken an arm, when asked how they feel, the religious 
one will reply that because of God’s will, his arm will heal. He knows that even with a broken 
arm he can continue to contribute in many ways to society. In contrast, the non-religious man 
will complain about how badly life has treated him. He will be annoyed at being asked such a 
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silly question as to how he feels about it, because how can he know what is going to happen? 
(PK 1) 
 
The above interviews show that participants attribute all good in their lives to their Islamic faith 
because it not only helps them minimise the effects of stress and circumstances around them, but also 
helps them to feel peaceful under all circumstances.  
 
Islam is considered by the vast majority of participants as a religion that covers every aspect of a 
Muslim’s life: moral, physical, emotional, economic and spiritual. It is evident from the interviews 
conducted in this study that the Muslim customers believe that their relationship with Allah begins in 
the womb and continues after death. Their belief that Allah has created them brings with it an 
accompanying sense that they are duty bound to undertake certain responsibilities which need to be 
done according to Allah’s guidance. Most participants reported that by carrying out these 
responsibilities, with a true sense of commitment, other people will be affected, along with nature and 
other creatures. This can lead to well-balanced individuals, families and eventually a society in which 
there will be peace. This is the ultimate purpose of Islam, which is that all participants will worship 
Allah, and thus please him. This is illustrated by a middle-aged female local customer from Phuket, in 
the following comments: 
 
In general, my tasks include worshipping and believing in Allah, including making a 
concerted effort to protect myself from harmful thought and actions, keeping good 
relationships with other people, showing mercy to all living creatures, and utilising natural 
resources and everything around me in a proper manner. (PK 8) 
 
With respect to the responsibilities towards family, one international participant in her mid-40s stated:  
 
Islam teaches that men carry the main responsibility in providing and caring for their families, 
whereas women need to understand that even if they choose to work or study, they have a 
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crucial role in raising their offspring; this is not a minor role, as some may consider it to be. 
How could it be when they are educating the new generations who will shape the progress of 
society as a whole? (PKI 4) 
 
In regard to Islamic duties, some participants (one overseas participant interviewed in Krabi and two 
local participants who took part in the research in Songkhla and Phuket) believe that Allah’s guidance 
promotes taking on a high level of responsibility in doing good works and charitable deeds, as the 
following three accounts show: 
 
Allah teaches that human society includes the poor and needy, who lack property, housing, 
food and clothes, and that his followers, especially the rich, must provide for such people so 
that no one remains in poverty. (KBI 3) 
 
I am always mindful that Allah does not look kindly on those who accumulate wealth, food, 
and property for themselves while others suffer from poverty, hunger and deprivation. He also 
teaches his adherents about justice, equality, charity and mercy. I believe that giving to the 
poor and needy is one of the most important actions carried out by people of our faith. (SK 7) 
 
Muslims should offer help to the poor and needy before the latter are forced to ask for it. They 
should do this by establishing charitable and co-operative associations in schools, mosques, 
districts and villages. Allah has promised to recompense us for doing this by giving us 
rewards in the hereafter. (PK 9) 
 
The emphasis that Islam places on justice was further explained by the following overseas participant 
from Krabi and local participant from Songkhla:  
 
I have to practice justice in both speech and deed so that no-one in my society will be 
oppressed or lose their rights. (KBI 5) 
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I should practice justice in society and indeed in every facet of my life. I have to treat family 
and relatives equally. (SK 2) 
 
Based on the above interviews, it is evident that Allah's guidance helps the participants to better 
understand their own responsibilities in regard to being a good Islamic follower. The findings also 
show that the participants see it as their duty to obey their God, and act according to his instructions. 
The following pattern looks at religion and community. 
 
Alserhan and Forstenlechner (2010) define society as an enduring and co-operating social group 
whose members have developed organised patterns of relationships through interaction with one 
another. The interviews conducted during this study clearly show that the majority of participants 
place great emphasis on unity with all human beings. As well as this, they felt it important that 
Muslims around the world come together as one, despite the fact that in many countries they speak 
different languages, have diverse customs, and different interests and goals. All of these factors have 
meant that the Muslim community has become divided, and yet they share a common belief in 
‘brotherhood’ and ‘peace’ as taught by their God. Findings from both a local female and an 
international participant support this view:  
 
We have more than one billion Islamic brothers and sisters across the globe who believe, 
without deviation, in one single thought. (PK 5) 
 
Muslims are Muslims, we believe in the same God, similar prophets, and we always look at 
the same book of Allah. Islam lays great stress on the importance of unity. (KBI 2) 
 
In respect to establishing unity, developing close ties with others, and improving cooperation amongst 
Muslims, most participants believed that one of the best ways to achieve this was by living in an 
atmosphere which is in accord with the ideal Islamic environment. Two local female participants from 
Songkhla and one international male participant from Phuket commented in this regard: 
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God encourages us to surround ourselves with other Muslim friends, and by so doing 
sometimes they can help us by showing us how to be a good Muslim, what we should do and 
what we should avoid. (SK 6) 
 
It is important for someone who is converting to Islam to especially have at least one 
practising Muslim friend as they can help and guide the newcomer in following the teachings 
of Allah. As I am a new Islamic believer, I usually look at a good Muslim friend who can 
inspire and teach me how to be a better Muslim. If I did not know anyone who understood 
Islam, I might find it hard to live in a Muslim minority society which for the most part does 
not support me in my practice. (PK 5) 
 
Surrounding myself with Muslim friends can help me to keep away from places where 
alcohol is served, so if I want to discuss any issues with my Muslim friends or non-Muslim 
friends, the pub is not the ideal place. (PKI 6) 
 
Most participants further emphasised that becoming a successful Muslim involves not only 
cooperating with fellow Muslims, but also that maintaining relationships with fellow Muslims who do 
good helps them in this matter. The participants explained that society is made up of a mix of people, 
some of whom like to do good and perform righteous deeds, and others who do the opposite. Some 
participants reported that they are advised to stay away from wicked and corrupt people who do sinful 
things, such as ‘deceiving others and transgressing their rights’, ‘drinking alcohol’, ‘gambling’, 
‘hoarding food supplies’, ‘dealing drugs’ and ‘spreading promiscuity’.  A middle-aged female local 
participant from Krabi explained: 
 
Followers of Islam are supposed to interact with good people and stand against such 
corruption, preventing it from continuing, because the corrupt people who do such things are 
disobeying Allah's orders and not upholding Islamic teaching. (KB 7) 
	 151	
For many participants, their main objective in wishing to remain within an Islamic environment by 
surrounding themselves with Muslim friends seems to be to protect themselves from negative 
influences and improve their Islamic way of life. Of course, doing this within a MICE venue, which is 
designed to cater to people of every faith and with diverse beliefs, lifestyles and behaviours is difficult. 
To better understand how diversity in Muslim customer beliefs and practices impacts the lives of 
Muslim customers when visiting MICE venues, more attention needs to be given to the barriers MICE 
customers feel they face when trying to practice their religion while attending events. 
 
6.3 Limits to religious practice in tourism 
 
Having discussed the Islamic knowledge-base of Muslim customers, including what Shari’a and halal 
means to them in Chapter 4, and examined the role of religion in customers’ lives above, the purpose 
of this section is to canvas customers’ experiences of the MICE sector. In particular, their perceptions 
of customer service, the quality of facilities, ease of use, and reliability of the three MICE venues in 
Southern Thailand are discussed. It has been argued that people today tend to seek ‘experiences’ in 
the service-oriented sector. That is to say that customers not only want to enjoy a good quality product 
and service, but also to take away a unique memory (Yeo et al. 2018). On this basis, as the MICE 
sector is generally viewed by the vast majority of participants as essentially a service industry, 
catering for the needs of the attendees (who are participating in holding, organising, or managing 
events), it is expected to provide a first-rate memorable experience. Findings from the interviews 
conducted in this study relating to the experiences of both overseas and local participants who had 
attended MICE venues include such statements as: 
 
As the host of a meeting, I assume that everything that my co-workers and I planned will be 
carried out to a high standard. My hope is that all Muslim attendees will be satisfied, 
especially regarding the halal food and prayer rooms provided. (PKI 3) 
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I am a member of the host committee for this conference. Even if the restaurant in this venue 
has only just been certified as halal, and other facilities are being developed in accordance 
with Islamic principles in order to attract more Muslim customers, I feel confident that our 
Muslim attendees will have a good experience and experience few difficulties. (KB 1) 
 
From the interview results it was evident that the vast majority of participants agreed that generally 
the services and facilities matched their expectations. Two middle-aged male participants (one local 
and one from overseas) who were new to MICE explained: 
 
This is my first experience as a customer in the MICE industry. I think it is time for every 
venue in Southern Thailand to look into the possibility of providing a hospitality environment 
that complies with Islamic values and practices. As the majority of Muslim Thais live in south 
Thailand, it is especially here that the MICE sector needs to reflect the cultural and regional 
backgrounds of its customers and include Shari’a-compliant food and facilities. (SK 10) 
 
I understand that all customers tend to choose venues that meet their requirements and enrich 
their personal experience and Islamic clients are no different. Both those new to MICE, and 
returning Muslim customers, are looking for a spiritually-friendly experience which they can 
enjoy in an Islamically approved way. (KBI 9) 
 
 It is evident that all participants, both new and repeat customers, considered it important to choose 
venues that offer services which are in line with Islam. Those which are not (and are therefore 
‘haram’) will not be chosen. The Muslim participants in this study make those choices because they 
believe that everything that God asks them to do or refrain from doing is for their own good. Bearing 
this in mind, it became apparent in this study that there was a polarization of views between new 
Muslim MICE customers and those who were return customers.  
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It is evident from the interviews that the vast majority of Thai participants are experienced customers, 
whilst just over half of the international participants are new to MICE. The answers given by the new 
MICE customers (whether Thai or international) indicate that the most significant factors that 
influence their decision when choosing a venue are that the services and facilities provided comply 
with Islamic principles, with the majority expressing the view that they always expect to receive good 
service at the venue and to be made to feel comfortable. Two female participants (both overseas and 
domestic) who were interviewed in Krabi and Songkhla respectively explained: 
 
I am a new MICE customer and would obviously like to have a positive experience. I think it 
is very important that all venues strive to make their customers happy with the service they 
provide, and that it complies with Islamic teachings. In this way, they can work on customer 
satisfaction and loyalty and attract more Islamic customers. (KBI 5)  
 
I am a follower of Islam and a housewife and usually stay at home because I have to take care 
of my children. This is my first time at this convention centre and I expect it to provide 
services and facilities which are in accordance with my faith. (SK 9) 
 
It is clearly important for Muslims that the MICE venues meet their requirements, not only from a 
religious viewpoint, but also to make them feel respected and valued as clients. The majority of the 
participants stated that they felt anxious before arriving at the venue because they could not be sure 
whether there would be Islam-specific amenities. Due to the uncertainty on whether their religion will 
be catered for, the participants mentioned that when venues advertise themselves as halal, this should 
not only relate to halal food but include a prayer room, bidet showers, etc. The following female 
Malaysian customer from Songkhla, new to a MICE venue, expressed the following view: 
 
I have never travelled to do business in a MICE venue before but view the MICE industry as 
a service-based sector which offers quality service to its customers from different 
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backgrounds. As a follower of Islam, I am still wondering whether I can count on receiving 
the appropriate quality services here that my faith requires. (SKI 6) 
 
In regard to the experience of participants new to MICE, the researcher noted that a significant 
number were primarily concerned as to whether the products and services provided would meet the 
requirements of their Islamic lifestyle. Only by consciously choosing to spend money on services and 
facilities that meet with these religious and cultural requirements are Muslims being true to their faith. 
The following trend looks at feedback from Islamic customers who frequently attend MICE events 
which are not specifically halal. 
 
Even though the interviews conducted during this study clearly show that the majority of the 
participants who are new to MICE expected halal-friendly services, the adoption of Islamic hospitality 
services in the MICE industry in Southern Thailand is relatively low. However, it seems that despite 
this it does not stop the participants who are regular customers from attending events that are not in 
accordance with the teachings of Islamic jurisprudence. The local participants explained that they 
usually attend venues approximately 2–3 times per year, whilst the international group maybe once or 
twice a year. These two groups also stated that the events they attend are based on their interests, and 
it is not a high priority for them that the services provided follow Islamic values, standards and 
guidelines. 
 
As the following two female participants, one from overseas and one local, from Songkhla and Phuket 
respectively, explained: 
 
I am not only looking for venues that comply with correct Islamic practices, but also events in 
which I am interested. However, it would be nice for me, as a follower of Islam, to be 
provided with facilities and services that also meet my religious requirements. (SK 1) 
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I am a repeat customer and really enjoy attending many events in this venue because I feel my 
views are respected, especially in regard to the services and facilities provided. To me it does 
not make any sense to expect an Islamic follower, who is part of a wider society, to only 
participate in events that reflect Islamic principles. I consider that I am allowed to attend any 
event that does not actually contradict Islamic principles. (PKI 7) 
 
The findings from the above interviews show that some participants who are repeat Muslim customers 
in the MICE industry, although they would hope for a spiritually-friendly experience which is in line 
with Islamic teachings when attending events, do not necessarily insist on only attending events that 
are in harmony with Muslim faith. The following discussion looks at barriers preventing Muslim 
customers from maximising benefit in MICE venues. 
 
It is evident that participants face three main barriers when attending MICE venues: lack of hospitality 
facilities, lack of services catering to faith-based needs, including provision of halal food, and lack of 
Islamic knowledge on the part of MICE workers regarding Muslim cultural needs. These perceived 
issues in the MICE hospitality service are further outlined by the following participants (one domestic 
and two international): 
 
The two main difficulties faced by Muslim customers are that some venues do not have a 
prayer room and nor do they offer halal food. While some venues provide a quiet place to 
worship, the space is limited and not enough for the number of Islamic users. Also, there is no 
sign indicating the direction of Mecca. (SK 5) 
 
In some venues, I have to ask for a clean space where I can pray because they do not offer this 
facility. Even if they do have a room set aside for this purpose, in some venues it is hard to 
find. It would be better if the room for worship could be in a place that is easy to find, with 
clear directions. It is important to remember that if businesses want to attract Muslim clientele, 
this should be evident in the facilities and services provided, not just in their words. (KBI 11) 
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I always feel uncomfortable in a hotel venue which does not provide a room for Muslims to 
pray, and when I do ask for this service, a hotel bedroom will be offered as an optional space 
for Muslims to worship but it is for both males and females. This is a sensitive issue as prayer 
is considered as the best way to show our loyalty to God and I feel uncomfortable when I 
have to share the room with female attendees as this goes against Islamic principles which 
take gender segregation very seriously. All Muslims are taught that any friendships with the 
opposite sex should always be on a very formal basis. This means only having casual 
conversation, and if the encounters become more frequent and more private, then there are 
problems. (PKI 6) 
 
In addition to the above response, some local female participants who had extensive experience as 
exhibitors in MICE venues in Southern Thailand expressed disappointment at the lack of appropriate 
washrooms which allowed Muslims to prepare themselves for prayer, provided by most venues: 
 
Cleanliness is given great emphasis in Islam, especially washing thoroughly before praying. 
Muslims are also required to use water after using the toilet, therefore, they always look for a 
room with a bidet. I personally expect all facilities related to ritual prayers to be accessible at 
all times, and clean. Sometimes, however, I find that the prayer mat provided smells, so I 
have to take my own mat when travelling. (PK 7) 
 
It is not only the lack of a bidet in a washroom which makes things awkward for Muslims 
(and almost invariably means there will be water splashed on the floor), but also the distance 
between the pre-prayer washroom and the prayer room itself, which are often far apart. This is 
frustrating for Muslims because they need to take off their shoes before stepping on the 
carpeted areas (in order to keep the floor free from impurities because they have to kneel in 
prayer). When they have finished pre-prayer washing, Muslims usually walk into the prayer 
room with bare feet. (SK 8) 
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A further concern of Islamic followers attending MICE venues was whether or not the food was halal. 
As two female local practicing Muslim participants, of around 50 years old from Krabi, explained: 
 
In my opinion it is unacceptable for Muslims to consume food which has not been certified as 
halal or does not come from a Muslim restaurant owner. Most non-Muslims understand that 
halal food refers to any food that does not include ingredients originating from pork or 
alcohol, both of which are banned under Islam, and that Muslims should only consume 
products which are clearly marked as being halal. As it is difficult to determine whether food 
is halal or not, this means checking any information available about the products. For instance, 
I will check that the shop owner or people who have cooked the food are Islamic. However, 
most Muslims tend to assume that products are halal if they claim to be so and do not seek 
proof. (KB 8) 
 
I have had bad experiences and once found some bacon in my food, despite having been 
served by a MICE worker who had assured me that it was halal. I have also found that the 
same crockery and cutlery were being used to prepare both non-Muslim and Muslim food. 
Because of this I do my own research in relation to whether the food is halal or not before 
going to a venue and I sometimes choose to have my lunch and dinner at a Muslim-owned 
restaurant because I do not trust the venue food. (KB 6) 
 
Another middle-aged female Malaysian participant from Songkhla gave an example of further 
challenges faced by Muslim customers in certain venues: 
 
 I heard one cleaner complaining in the restroom to a female Muslim MICE customer who 
had splashed water all over the floor when washing herself in preparation for prayer. I think 
although having water on the floor is very dangerous and the cleaner might have been blamed 
if someone fell, complaining like that is rude and disrespectful. If the venue does not provide 
any specific area for Muslims to wash parts of their body, it is quite hard to prevent water 
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falling on the floor because the washing normally has to be done in the washbasin or 
somewhere that has running water and takes about three minutes. (SKI 8) 
 
These findings clearly indicate that participants are concerned about whether the services and 
facilities in MICE venues comply with Islamic principles and the lack of these, including limited 
Islamic knowledge of workers, mars their MICE experience. Keeping this in mind, the following 
ideas show how participants attempt to overcome such obstacles when attending each venue. Details 
of the ideas are explored below. 
 
Islam advises Muslims to be aware of being consistent in their worship not only at home and in the 
workplace, but also in other places when travelling (Aziz 2016), and the interviews conducted during 
this study clearly show that the participants generally do put a great deal of effort into following this 
advice. By taking the practical steps to always keep in mind their spiritual growth, they believe that 
God is giving them the opportunity to periodically reflect upon their lives so that they can turn away 
from wrongdoing and choose the straight path. This was borne out by the following interviews from 
both overseas and domestic participants: 
 
I am a Muslim and run my own Islamic costume business. All my employees are Muslim, so 
are my customers. Choosing to only attend events related to Islamic practices plays a 
significant role in my work, since at these events most attendees follow Islam and I feel more 
comfortable in an environment which is in line with Islamic principles. At least I know that 
halal food and Islamic-friendly facilities will be provided. (SKI 1) 
 
I am a religious person and my work is related to halal food products. As part of my role being an 
exhibitor I sometimes have to attend some general events, where my shop may be located close to 
outlets selling pork. I feel very unhappy about this since I feel I should not smell pork. Therefore, I 
prefer to be selective so that I can succeed both in my business and religious world. (KB 
	 159	
3)Interestingly, two young, male, local participants from Phuket and Krabi took a view that was less 
strict: 
 
For me, whether or not an event is related to the topic of halal is not the most important 
requirement. I am happy to attend any event in which I am interested. However, if the event is 
not related to Islam then halal food and a prayer room are not usually available. (PK 2) 
 
Although both my father and brother teach at an Islamic high school and I grew up in a 
religious environment, I prefer not to limit myself to only attending events related to Islam. 
However, my choice to go to other exhibitions is not in line with my family’s expectations 
and my parents always worry about me because they want me to only conduct my business in 
nearby Muslim communities. I used to only attend events that reflected Islamic teachings, but 
the products I make are for both Muslims and non-Muslims. In order to follow the strict 
guidelines of Islam and ensure my business runs smoothly, I have to prepare myself quite 
well, especially my food, when going to a venue that does not provide halal. (KB 2) 
 
The findings from the above interviews show that even though participants are more comfortable 
attending events at which there are Islamic principles applied, some choose to disregard this 
requirement even if it means going against the wishes of their family. The following looks at whether 
the provision of halal food is the only criteria for participants when choosing a venue. 
 
It is evident from the interviews that participants felt that as Muslims they have a duty to follow 
Islamic principles in order to meet the requirements of their faith. However, from a dietary 
requirement perspective, they expressed various degrees of sensitivity and observance. All Thai 
participants reported that they are very selective in the food they consume and the manner in which it 
is prepared, and refrain from eating any animals and animal by-products which do not come from a 
halal source, including being prepared by Muslim food providers. Most international participants, on 
the other hand, stated that they have no issue consuming meat and chicken provided by non-Muslim 
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food providers because they believe that as long as the animals are slaughtered according to Islamic 
principles, it is permissible for them to consume them. The following participant interviews with two 
local participants, from Songkhla and Krabi respectively, show that there are varying criteria which 
participants apply when deciding whether or not the food they consume complies with halal standards: 
 
Since halal food plays a significant role in my life, and needs to receive careful attention at all 
times, I always do some research into the food provided before attending a conference. If it is 
important for me to be there but provision is not made for halal food, I will prepare food at 
home or buy some from a nearby halal restaurant owned by a Muslim. In this way, I avoid 
any problems regarding the food I eat. (SK 7) 
 
I once had a negative experience in a venue in Trang province in Southern Thailand where 
halal food had been ordered from a halal restaurant outside of the venue. I discovered that the 
food had not been stored and heated separately from other food and I am unhappy about 
eating food that has been kept next to a pork dish. Another time in a venue in Songkhla 
province, food was served that we were told was halal, but I am sure that it was not as some 
meat looked like ham, so I was unable to eat at the meeting because such food is considered 
unholy. I feel that the best way for me to keep my Islamic faith is to only consume halal food 
which comes from a Muslim provider. (KB 5) 
 
Another local female participant from Phuket spoke along similar lines: 
 
My company holds an early New Year party in the same venue as another organisation which 
serves alcohol, and indeed most of the entertainment revolves around drinking alcohol. Even 
though halal food is served for Muslim employees at my company event, my friends and I are 
reluctant to eat at this venue. This is because it is not only the food which is important, and 
has to be prepared in connection with Islamic principles, whether by a Muslim or non-Muslim, 
but I also expect the food to be provided in a place which offers a spiritual experience. (PK 4) 
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Some of the overseas participants, especially Malaysians from venues in Songkhla and Krabi also 
expressed concern regarding the provision of halal food at MICE venues: 
 
Even though I knew I was travelling in a Buddhist country, I was disappointed when I 
realised that the food I ate at a venue in Songkhla was not halal. I then began to check out the 
halal certificates at each venue and discovered there are very few in Southern Thailand that 
have been given this certification in their kitchen. Such a certificate is a guarantee by the 
Central Islamic Committee of Thailand that food and its preparation is in line with Islamic 
principles. My experience has been that some venues which do not have this logo, and have to 
serve halal food to Muslim customers, have been particularly helpful by labeling such food 
with a prominent visual marker. (SKI 3) 
 
Even today, with the growing number of Muslim-owned halal restaurants in Southern 
Thailand, it is still hard to find food from a certified halal kitchen in the MICE industry. 
Although some venues do have the certificate, they do not promote it enough to the public. 
Perhaps this is because they do not realise how hard it is for Muslim customers to find a 
venue that provides food which they comply with Islamic principles. However, I always ask 
my Thai friends for a venue that has a certified halal food logo, and if this is not possible in 
some places I will look at other choices that meet my dietary requirements, such as eating 
vegetables, eggs, milk and fish. (KBI 2) 
 
In regards to observing the Muslim food requirement, the researcher noted that although the 
participants came from a variety of Muslim backgrounds, with varying degrees of religious 
observance, a significant number of them regarded eating as a way to worship God, just as praying, 
fasting, giving of alms and other religious activities. The following examines the barriers effecting the 
decisions made by participants when selecting a venue for conducting a meeting or an event. 
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The MICE market is different in some respects from other leisure segments such as MICE products 
and targets, in regard to the services and facilities provided for customers from culturally diverse 
backgrounds (Davidson 2015). The interviews conducted during this study clearly show that when 
choosing a venue, in addition to the typical criteria anyone might have (such as location, good 
transportation, high quality service and good internet connection) the participants generally looked for 
spiritually-friendly services and facilities which comply with Islamic teachings, especially in regard to 
halal food. The following two local female participants who were experienced MICE host customers, 
explained: 
 
For me, hosting hundreds of fellow Muslims is not an easy job because I need to know that 
the venue is able to meet their requirements and provide an event that will fulfill or exceed all 
their expectations. The selection of venue not only depends on it being conveniently located 
for customers, but also ensuring that it includes all that is necessary in regard to services and 
facilities which are in line with Islamic principles. (PK 1) 
 
For me, selecting a venue for my international Islamic conferences is one of the most 
important and difficult tasks I have to do as a business leader. Characteristics I look for 
include a good physical setting, entertainment, shopping, sightseeing, recreation and tours for 
delegates. I also consider it absolutely critical that all food provided is halal accredited, with 
meat prepared in a way prescribed by Islamic law. If it is a venue I have never used before I 
will check with Muslim friends who have used it, to ask them about their experience there. 
(KB 7) 
 
Two female participants, this time Malaysian, who were new to MICE reported similar expectations 
when choosing a venue: 
 
As a new MICE customer, I think Muslims should be able to choose a venue which provides 
a hospitality environment that complies with Islamic values and practices. On this basis, if I 
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have the opportunity to choose a venue, whether for a corporate meeting, an intimate wedding 
reception or a large conference, I will ensure that it offers Islamic hospitality services, even 
though not all Muslims feel this is necessary. (SKI 2) 
 
I have never been called upon to select a venue but I think it depends on company procedure, 
especially the position of the person in charge of organising the hire of outside venues. If they 
are responsible for covering the cost, their company might ask them to choose the venue. If I 
were a boss in charge of selecting venues, I would make sure that they matched the type of 
event and the needs of the attendees, including making it as accessible as possible for the 
delegates. (PKI 5) 
 
When participants choose a venue, they identify multiple things they need to consider to make sure 
the whole experience goes smoothly. The two local participants (PK 1 and KB 1) regard halal-
certified food and other services and facilities in line with Islamic principles as being absolutely 
necessary requirements for Muslim customers. They believe that such provision plays a dominant role 
in attracting Muslim customers and influencing their choice of venue. However, two overseas 
participants (SKI 2 and PKI 5) feel that as there are those who fully observe Islamic teachings or do 
not mind if food is not permissible in Islam, Muslim-friendly amenities could be meaningful for some 
customers and pointless for others. Keeping this in mind and with regard to the interviews, the 
following ideas incorporate making MICE Muslim-friendly, showing what participants expect from 
the hospitality and customer service provided in MICE venues. Details are discussed below. 
 
6.4 Making MICE Muslim-friendly 
 
Section 6.3 covered the limitations which Muslim participants faced in regards to being able to 
observe religious practices when attending an event in MICE venues. This section looks at whether 
the venues met these expectations in regard to customer service. There were two main sections: 
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whether the participants found the service acceptable, and any suggestions they had for improvements 
in the future. 
 
The three ideas relating to service acceptability were: the level of satisfaction Muslim customers felt 
regarding the services provided in the MICE venues; the degree to which these met their requirements 
and allowed them to carry out their religious practices (such as praying and eating halal food); and the 
knowledge and understanding of the MICE staff in regard to Islam. 
 
From the second main idea, regarding areas for improvement, five relevant points emerged: the desire 
to be served by fellow Muslims; that all services should be in accord with Islamic principles; 
disappointment when MICE staff were not able (or willing) to provide them with what they needed; 
lack of staff awareness of the importance of learning about Islamic requirements; and that all MICE 
staff should know how to look after their Muslim customers. Each of these points is elaborated below. 
 
The fact that the Thai hospitality industry does not come under any government regulation in regard 
to catering for the needs of Muslims was highlighted by a number of participants. Around half of 
them reported that going to a venue in a Buddhist-based country might mean experiencing some 
inconveniences, not only in regard to the lack of certified halal food, but also in the general hospitality 
services and facilities which did not meet their religious and cultural requirements. One local female 
participant from Krabi reported: 
 
Although I do not expect to receive a better level of service than other customers just because 
I am a Muslim, I must obey my religion, as well as keeping the law in Thailand. The 
challenge is not so much finding a venue that provides good services but finding one that 
meets my religious and cultural needs. Even though any standard of service provided for 
Muslim clientele in the MICE sector basically has to be based on the regulations of the 
country, these should be in harmony with Islamic guidelines. I always look for a halal label in 
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a restaurant in any venue because this should guarantee that the restaurant does not serve 
alcohol or pork to their Islamic customers. (KB 1) 
 
The vast majority of participants lamented the fact that within the hospitality industry there is no 
global standard for hospitality and customer services which is in line with Islamic teachings. One 
interesting observation is that Malaysia and Indonesia were mentioned by overseas participants as 
each having their own differing levels of service, whereas Thailand was seen by local participants as 
not even meeting these standards. One local female participant from Phuket noted: 
 
Even though there are still no official standards for Muslim-friendly services and facilities in 
Thailand, as Muslims we still require such standards. Nothing is 100% halal in my opinion, 
and yet nothing is 100% non-halal in Thailand MICE venues. Moreover, each Muslim comes 
from a different Islamic background, so his or her requirements may differ from those of 
another Muslim. However, there is a general acceptance of Islamic practices (most of them 
coming from both the Quran and sayings of the Prophet Muhammad), which leads to all 
Muslims requiring a service provider which offers halal food, provides prayer facilities, and 
maintains a Muslim-friendly environment, which includes no alcoholic beverages. (PK 5) 
 
In regard to the concerns outlined above, all participants expressed the view that if Muslim customers 
could be served by Muslim staff, or people trained in understanding the requirements of Islam, some 
of the challenges faced by Muslim customers could be alleviated. A Malaysian female participant 
from Songkhla who attended MICE venues frequently stated: 
 
It seems to me that the hospitality and customer service standards that many Muslims (myself 
included) expect should start with ensuring that the MICE workers have sufficient 
understanding of Islam and Muslims to meet our needs. I think that if the staff, especially the 
non-Muslims, have been trained to understand Islamic cultural norms, they will be more 
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mindful of what should be avoided so that Islamic customers are not made to feel 
uncomfortable. (SKI 8)  
 
Although claiming that they did not expect preferential treatment over other customers, they 
nevertheless felt that as followers of Islam they had additional requirements which should be met. 
These related specifically to being able to carry out their religious practices. Keeping this in mind, the 
following three ideas emerged (in order of importance): Islamic-based services and facilities; that 
those services and facilities comply with correct Islamic practices; and that the services and facilities 
be of a high standard. 
 
It is evident from the interviews that even when travelling in Southern Thailand, where Muslim Thais 
make up 24.5% of the population (Boonchom 2016), services and facilities which meet Islamic 
requirements are hard to find. This includes the MICE sector, with participants reporting that they 
would like to see most venues raising their levels of hospitality service for Muslims, and that this 
could be done by staff acquiring basic knowledge about Islam and halal practices and making more of 
an effort to accommodate their Muslim customers. By doing this, the participants believe that there is 
potential for the MICE industry to become known as Muslim-friendly, not only attracting local 
Muslims, but also Muslim travellers from abroad who would want to conduct their business meetings 
there, thus helping to spur growth in the Thai economy. The following two accounts (both local from 
Phuket) make reference to this potential: 
 
My brother runs a family-friendly hotel business and I have been to a number of Muslim-
majority countries and western nations many times. I have found that hotels everywhere are 
becoming more halal because they see the potential of the Muslim market. (PK 2) 
 
Although the Muslim market is a large travel segment, very few venues in Southern Thailand 
have risen to meet the demand. As a follower of Islam, I know that Muslim customers seek 
out halal food, places that allow for religious practices, and Muslim-friendly environments. 
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On this basis, the MICE industry should design its services and facilities to cater for the needs 
of Muslim customers. (PK 7) 
 
One local female participant from Phuket, new to Islam, emphasised that Islamic-oriented hospitality 
and customer service are of paramount importance to her when going to a venue, stating that: 
 
I accept that before I converted to Islam, I cared less about how the food was prepared or 
what it contained and ate everything the venues offered. However, since I have become a 
Muslim, and halal food is a serious concern for me, I always face issues eating in a venue. 
Some I find rather risky for me to attend, mainly because their services and facilities are not 
in accord with the teachings of Islam. If only there were Muslim-friendly services and 
facilities where I could enjoy a more comfortable, meaningful, and enjoyable time when 
attending a venue. (PK 10) 
 
Another overseas female participant from Malaysia explained: 
 
Even though Muslims are one of the largest religious groups in the world, it is evident that 
most Muslim customers do not have their religious needs met when attending a venue. I think 
it is time for the MICE sector to equip itself with the knowledge and resources needed to 
allow this segment of customers to practice their faith harmoniously. This includes serving 
Shari’a-compliant food, having quiet space for prayers, providing prayer mats, qibla 
indicators for the direction of prayers, possibly a copy of the Quran, and definitely an alcohol-
free environment. By doing so, it would not only make the venues popular with Muslims, but 
also certain non-Muslims, particularly families with young children. (SKI 4) 
 
The findings from the above interviews seem to indicate that on the basis that Muslims make up the 
second largest religious group in the world, and that MICE is a significant segment of the traveller 
market, the participants feel they are entitled to expect venue services and facilities that meet the 
	 168	
cultural and religious demands of Islam. However, generally speaking they did not feel that the MICE 
venues in Southern Thailand provided Islamic-friendly food, prayer facilities or related amenities. The 
following idea looks at services and facilities that comply with correct Islamic practices. 
 
It is clear from the interviews conducted during this study that there was some variation in the scope 
and quality of Muslim-friendly services and facilities offered in the MICE sector. All participants 
reported the need to thoroughly check out each venue before deciding whether the services and 
facilities met their religious requirements. As the following female participants reported: 
 
If the MICE industry wants to establish itself as a Muslim-friendly sector for Islamic 
customers, more important than whether the staff have a good understanding of Islam, is the 
standard of service and facilities provided for Muslim clientele. All I ask is that the staff serve 
me with honesty and give me the correct information. (PKI 3) 
 
Even though there are many more Muslim Thais living in the South of Thailand than in the 
north and the central part of the country, they remain a minority group. Furthermore, there are 
very few MICE venues in Southern Thailand which provide all the Islamic-based services and 
facilities that Muslim customers would like to see. On this basis, it is impossible to expect 
MICE workers, particularly those who are non-Muslim, to understand about Islam. What my 
wife and I really want is to be provided with the type of service and facilities that are in line 
with Islamic teachings. We do not want to have to worry about what to eat and where to pray. 
(SK 6) 
 
Although some participants would like to see MICE staff trained in cross-cultural consumer behaviour, 
not all agreed that this is what Muslim customers are looking for at the moment. One international 
male participant in Krabi explained: 
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I always feel hesitant about being in a venue which provides something, especially food, 
without specifying exactly what their product consists of. On this basis, I will only eat venue 
food which has a halal certificate in its kitchen. I am not against the idea of having MICE 
workers who understand about Islam and its followers, but if a venue wants to attract more 
Muslim clientele, I think the first priority should be to develop its services and facilities to 
meet the needs and demands of Muslim customers. (KBI 6) 
 
 The study showed that most participants expected MICE venues to provide special services and 
facilities for Muslims, but they felt it is less important that MICE staff are knowledgeable about 
Islamic teachings. The following idea looks at the standard of Islamic-based services and facilities. 
 
Among non-Muslim countries worldwide, Thailand ranks as the second-most popular destination in 
Asia for Muslim travellers (Boonchom 2016). Further, the participant interviews conducted during 
this study clearly show that the number of Muslim business travellers has been increasing yearly since 
2013, especially in Southern Thailand. However, the vast majority of participants reported that there 
is still a great lack of understanding of Islam, and a severe shortage of services and facilities for halal-
conscious customers, particularly in the MICE industry. One overseas female participant explained 
what she considered would constitute good services and facilities to better serve Muslim customers: 
 
Muslim customers are in many ways no different from other clients. As my religion is central 
to Islamic society and business, and governs most aspects of a Muslim’s life, services and 
facilities we encounter are expected to allow us to adhere to our religious and cultural 
traditions. I appreciate good services and facilities, and also respect them, but only if they are 
not contrary to Islamic values. To clarify, a good prayer room does not need to be a grand 
place with expensive furniture and other items. As my Prophet Muhammad said: ‘The whole 
earth is a mosque’, therefore it only has to be simple and not include anything that would 
detract from concentration on prayer (such as noise or smell). Even though some Muslims use 
a mobile phone and apps such as alQibla to display precise prayer times and indicate the 
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direction of Mecca through GPS and mapping software, which are available in the iTunes 
store, I would still expect the venue to have signs pointing to Mecca in all prayer rooms. This 
way all Muslims will know which way they are facing when they pray. Furthermore, I would 
like venues to provide other praying tools such as rugs, appropriate dress, and the Muslim 
holy book. In addition, a loudspeaker should be installed in venues in order to summon 
Muslim customers to worship. (PKI 7) 
 
Another local female participant from Songkhla emphasised the importance of venues providing a 
restroom fitted out to meet the needs of Muslims: 
 
Even though this venue is sometimes too crowded, it offers good facilities, services, and 
infrastructure (such as ample parking space). Nonetheless, the one thing that makes me 
uncomfortable is that I sometimes have to be very careful how I place my feet in the restroom 
because the floor is so slippery as many of my Muslim friends have washed before praying. I 
think it might be better if the venue could provide a separate space for this purpose. By doing 
so this would mean that the venue is truly catering to the needs of its Muslim customers.  
(SK 3) 
 
In addition to venues providing good service and facilities for Muslims, the actual location of the 
venue is important to them, as they would like it to be close to a mosque. One Malaysian female 
participant in Krabi explained: 
 
In addition to a wide choice of halal food, and a comfortable room for prayer that would 
accommodate Muslim customers’ sensibilities, some are looking for a venue which will allow 
them to connect with other Islamic people in new locations in order to learn more about their 
way of life and the local Muslim heritage. In addition, Muslim men generally have to go to a 
mosque at noon every Friday, to be amongst like-mined people, as Islam emphasises the 
importance of brotherhood among all races. This means it would be ideal if the venue is 
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located near to a Muslim community as it would help some followers of Islam who are unable 
to come for the congregational prayers every day to at least do so once a week on Friday. 
(KBI 9) 
 
Most participants, however, felt that if a venue could provide good Islamic-oriented services and was 
a pork and alcohol-free zone, then this was good enough for them. One local female participant from 
Krabi reported: 
 
I think prayer rooms and halal food options are truly enough for Muslim customers in order 
for them to meet their religious requirements when attending a venue. However, the problem 
is that there is no standardised halal certification agency in the MICE sector and some venues 
just display their own logo in their restaurants. As a result, it is difficult to judge the standard 
as venues seek certification from a variety of different bodies. In terms of providing good 
Shari’a compliant food, each venue should not only avoid mixing halal dishes in the same 
kitchen as non-halal dishes, but also it should label itself as halal with the approval of the 
Central Islamic Council of Thailand. I know it is difficult for venues to survive without 
serving alcohol and haram food in a separate dining room, but Muslim customers will still 
find it hard to exercise personal discretion when dining at such venues as they may not be 
halal in the true sense. (KB 8) 
 
These observations regarding the provision of Muslim-friendly services and facilities suggest that 
most MICE venues have tried to accommodate the participants so that they can carry out their Islamic 
practices. As Thailand does not provide any specific halal certification bodies for MICE venues, it is 
up to the owner and staff of each venue to develop these themselves, and according to the participants, 
they fall short of meeting the needs of their Muslim customers. Keeping this in mind, and with regard 
to the interviews, the following ideas incorporate the changes desired by Muslim customers in 
services and facilities offered in MICE venues, with details discussed below. 
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As mentioned in Chapter 2, Muslims make up the largest religious minority in Thailand and are 
concentrated mainly in the south (Kersten 2014). The interviews conducted with Muslim customers 
during this study clearly show that all participants felt that halal food and Islamic-based amenities 
would allow the MICE sector to be competitive in attracting local and foreign Muslim customers. 
However, such services and facilities have not been given adequate consideration in MICE venues. 
This is illustrated by the following comments from two overseas female customers: 
 
Muslim clients generally want hospitality and customer services to allow them to carry out 
their religious traditions with pride and confidence. As Muslim travellers are becoming 
increasingly discerning, requiring access to more sophisticated halal dining, services and 
facilities, I hope to see MICE venues become more Shari’a-compliant. (PKI 9) 
 
Muslim business travellers basically want, and expect, services and facilities which meet with 
their religious tenets, thus the requirement for halal compliance has become more prevalent. 
Halal products and services are gaining increasing acceptability and are not only consumed by 
Muslims, but also non-Muslims, because of their known qualities and health benefits. I think 
that if a MICE venue wants to gain general international acceptance among Islamic customers 
(whose needs are based on religious teachings), they should not only provide halal certifiable 
products, but checks should be conducted by recognised halal certifiers in places such as 
restaurants and on post-conference field trips. (SKI 3) 
 
The above comments show that by ensuring MICE venues meeting the requirements of the Muslim 
faith, the number of Muslim customers would increase, and it may be argued that some non-Muslim 
customers would appreciate a choice of halal food. Two further female participants, this time local, 
from Phuket and Songkhla, expanded on this theme: 
 
In fact, halal includes more than just food and non-food products, it also refers to services and 
many other things. MICE venues in Southern Thailand need to be improved as a matter of 
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urgency in order for Muslim customers to be able to carry out their religious requirements 
during their visit. Currently, there is no benchmark regarding best practices for this group of 
customers in any venue in Thailand, making the situation complicated. It is to be hoped that 
the MICE sector will really look into having certified halal restaurants, two large prayer rooms 
(separated according to gender), necessary related space and equipment for praying, such as 
toilet and washing facilities with bidets, prayer mats, Islamic attire, qibla direction, the holy 
book, people qualified to administer matters of halal, and a suggestion box for customer 
feedback, which will be acted upon. (PK 3) 
 
The lack of a nationally recognised standard regarding halal compliance and the fact that there 
is no Islamic certification process in the MICE sector has led to a lack of confidence among 
many Islamic customers. Although I am young, my core religious values are the same as those 
of my parents. I think that the success of any venue which targets Muslim customers will 
depend on the degree to which it can meet the needs of this market, looking upon it as an 
opportunity rather than a cost. Inevitably Muslims seek out venues which provide an alcohol-
free environment and are Muslim-friendly and family-friendly. The venue should not only be 
located in the heart of the city with a mosque nearby, but it should also provide up-to-date 
information on their website regarding the Islamic-oriented services which they provide. 
Furthermore, there should be at least one Islamic worker in the halal kitchen, and female 
Muslim staff should be allowed to wear the hijab. Appropriate dress code, which is in line 
with Islamic principles, should be standard for non-Islamic staff, and there should be no 
entertainment or dogs in the venue. (SK 2) 
 
It is evident from the above feedback that the participants have very high expectations of what should 
be provided by the MICE sector. They argue that Muslim-friendly services and facilities are not 
merely of interest to Muslim customers but also some non-Muslim customers who would appreciate 
halal food and an alcohol-free zone. It is clear that due to a lack of officially recognised halal 
standards in the MICE industry, Islamic-oriented services and facilities still vary in each venue and 
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there is no assurance that all of these meet the requirements of Muslim customers. The following five 
relevant points emerged from making MICE Muslim-friendly. Each point is explored below. 
 
A lack of staff able to provide the kind of service required for participants to follow the Islamic 
principles embedded in the Quran was the number one complaint amongst the majority of participants, 
especially local. Due to the growing number of Muslim business travellers in Thailand, and the 
subsequent surge in hotels and restaurants, they felt there was a pressing need for qualified people, 
especially Muslims, to oversee the administration of halal in MICE venues, as illustrated by the 
following comments by a long-experienced, local female participant: 
 
Although it is stipulated that the lives of Muslims should be conducted according to Islamic 
teachings, including dietary and clothing requirements, as a Muslim Thai who often attends 
MICE venues I think that the services and facilities provided fall very far short of my religious 
requirements (such as access to halal food and prayer rooms). On this basis, to be serviced by 
Islamic staff would be helpful because they know about the needs of Muslim customers. (PK 6) 
 
One middle-aged female Malaysian participant argued that if Muslims could be served by Islamic staff, 
it would attract Muslim clients to MICE venues because they would feel their need to observe Islamic 
principles was understood and they would not be forced to stray from the straight and narrow path 
dictated by their religion: 
 
Even though Islamic regulations in Thailand are more relaxed than in my own country, this 
does not mean that I, as a Muslim, would welcome this when at a venue in Thailand, because 
it is important for any Muslim not to neglect his or her religious duties due to work or other 
worldly matters. On this basis, it would be nice if some Shari’a-compliant venues, which 
include Islamic staff especially in the halal kitchen, could be found in Southern Thailand. I 
think even though every Muslim comes from a slightly different background, he/she generally 
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understands what constitutes halal amenities. If the MICE venues could offer this, it would 
help Muslim customers not to be concerned about consuming venue products. (PKI 1) 
 
In a similar vein, another Malaysian male participant stated: 
 
Due to differing halal standards, not only between countries, but also within each individual 
country, there is confusion and misunderstanding in the halal process (e.g. some people 
believe that it is more cruel to slaughter an animal according to halal than using non-halal 
methods). Although not all Muslim staff may fully understand the impact of a lack of 
uniformity in the application of halal standards, I expect MICE venues to include one or two 
staff members who are well informed in their halal kitchen, even if staff in other sections of 
the venue are non-Muslim. As Muslim customers have to base their way of life upon Islamic 
teachings, it is crucial for all venue staff, especially non-Muslims, to be trained in regard to 
Islam and Muslim behaviour and expectations. (SKI 6) 
 
In regard to the matter of staff training, one participant, a university lecturer in Narathiwat (the 
southernmost province of Thailand that borders Malaysia) was perhaps more realistic: 
 
The number of customers seeking Islamic-oriented services from Muslim staff (especially 
Shari’a-compliant food) is fairly low, however the MICE sector should not ignore this concern. 
Having said that, I realise that expecting MICE venues to recruit qualified Muslim workers is 
not an easy task and personally I do not prioritise being served by staff who share my religious 
background. (PK 4) 
 
The findings above clearly show that participants feel that an understanding of Islam should be 
imparted to MICE staff so as to ensure that the services and facilities provided meet halal requirements. 
This is significant because the current lack of such staff means that the venues which have begun to 
adopt halal cannot ensure that they meet the needs of their Muslim customers. On this basis, more 
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training programs for MICE staff in halal-related areas is suggested, especially in relation to Shari’a-
compliant services. Bearing this in mind, and with regard to the interviews, the following point related 
to being served by staff (Muslim or non-Muslim) who understand Islamic principles is illustrated. 
 
Due to the increasing number of Muslim business travellers and the fact that it is one of the fastest 
growing consumer segments in the world (Han et al. 2019), there is growing interest in halal 
production and consumption among Muslim consumers everywhere (Haque et al. 2015). It is evident 
from the interviews conducted in this study that most participants were of the opinion that any 
company that is not considering how to better serve Muslim customers is missing a significant 
business opportunity. The vast majority of participants also believe that to respond to the demands of 
Islamic customers (in regard to dietary and lifestyle demands of the Islamic faith) by providing 
appropriate services and facilities, would be met with appreciation. In accordance with this line of 
thinking, two participants (one male and one female) reported: 
 
Since I am a Muslim and proud to be so, and have a strong sense of my Islamic identity, I 
want to be served by people who show that they are aware and care about the cultural religious 
influence Islam has on the consumption habits of Muslims. It always feels good when venue 
staff respond correctly to my religious needs. I hope that more MICE venues will look into 
offering training and instruction to their existing workers and provide halal amenities that 
conform to Islamic jurisprudence, rather than employing new staff, specifically Muslims, in 
order to fulfill Islamic customers’ needs. (KB 9) 
 
Although still a university student, with little experience attending MICE venues, I enjoy 
reading my friends’ posts on Facebook about their positive experiences when going to a venue 
where full Muslim-friendly services are provided. I am really happy to know that there are 
some venues in Southern Thailand which offer services and facilities that reflect my cultural 
identity by ensuring its workers serve Muslim customers with high quality Islamic-based 
services. (PK 9) 
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One female Malaysian participant expanded the argument for the provision of Islamic-friendly 
services: 
 
Halal does not only apply to food production and consumption, but also services and facilities. 
I am not suggesting that a venue sets out to specifically cater only for Islamic people, but the 
venue should offer a family environment experience. In other words, by providing the 
necessary services and facilities for the demands of Muslim customers, they also meet the 
needs of families and individuals who really care about high quality food and services. (SKI 5) 
 
The above interviews show that many food and non-food products in the MICE sector will go halal in 
the future, to cater to the demands of Muslim customers. The above argument that by providing 
services and facilities which meet the lifestyle choice of Muslim customers, the MICE sector will also 
attract non-Muslims seeking a ‘family environment’ has some credibility. However, since MICE 
venues (typically) cater to business people attending conferences, it is unlikely that they will bring 
their families or that family tourists will be particularly attracted to these venues. The next point 
examines how Muslim customers feel about staff who are unable to deliver Muslim-friendly services. 
 
The international meetings sector has firmly placed itself at the centre of tourism as one of the key 
drivers of tourism growth (UNWTO 2012a). It is evident from this study that all Muslim customer 
participants viewed the MICE industry as a global business which has an inclusive policy that 
welcomes customers of all religious beliefs. However, they also reported that the idea of Muslim-
friendly services in the MICE sector is still in its infancy and that the majority of MICE staff who are 
non-Muslim still fail to provide services that reflect Islamic principles. Such services have 
nevertheless attracted the attention of a number of Muslim customers, domestically and internationally, 
but respondents felt that Islam is a simple and practical religion and more should be done to meet the 
needs of its followers. This is illustrated by the following comments from two female participants (one 
local and from abroad respectively): 
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Whether a Muslim is practicing or non-practicing they always will only eat food that comes 
from a reliable source in which they can have confidence. I think if all MICE staff were aware 
of the needs of Muslim customers, we would face fewer difficulties when having venue 
refreshments and lunch. Unfortunately, the management at most venues may only learn 
belatedly about such incidents from unhappy Muslim customers like me, and this will 
continue until the staff are trained to take cultural differences into consideration. (PKI 1) 
 
Specific dietary requirements vary even among Muslims. Conservative Muslims will not eat 
in any restaurant which is not halal, while moderate Muslims will eat any food, except pork 
and alcohol, in all kinds of restaurants. I am a traditional Muslim who dislikes the way some 
venue workers treat me dismissively, paying no attention to me as a religious person, who is 
being difficult by only consuming food which has been prepared in a halal restaurant where 
the owner or cook has to be Muslim. (KB 3) 
 
Two female local participants from Songkhla and Phuket reported similar feelings when MICE staff 
ignored them at a venue: 
 
It was as if I did not exist when I went to some conferences because no MICE workers talked 
to me as they may feel reluctant to service a Muslim. This may be because I was wearing a 
hijab, a traditional Islamic headscarf which covers my head except my face. Because of this at 
the venue, I tend to seek out staff from the same ethnic group as myself in order to feel 
respected. (SK 2) 
 
Because of the way I dress I feel I am seldom treated fairly. Some staff not only stare at my 
hijab and Islamic dress code, but also fail to provide a prayer room and halal food when asked. 
In other words, they do not allow us to carry out our Islamic obligations. They may want us to 
be like them. I think MICE management should talk with their staff about the religious 
principles which every Muslim must follow in order to live a good life. If this could be 
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explained to the staff it could improve their understanding of Muslim customers’ expectations. 
regarding service and facilities offered in a venue. (PK 8) 
 
It is evident that, generally speaking, the MICE sector fails to provide amenities which comply with 
Islamic teachings and participants would prefer staff who are knowledgeable about Islam, or indeed 
are themselves Muslim. However, since this is not always possible, nor always necessarily desirable 
for other reasons, the next best thing is to have staff who are familiar with and sensitive to the culture 
or ethnic group of their customers. The following point looks at the degree to which Islamic 
knowledge on the part of MICE staff affects Muslim customers. 
 
Around half of the participants noted that because Muslims come from all over the globe, the concept 
of what is expected from Islamic hospitality services may vary, and efforts to meet the needs of 
customers will depend upon geographical location and context. Participants also reported that Muslims 
in Thailand, for instance, speak with a variety of Thai accents or even different languages from each 
other, and also wear different styles of clothing and eat different foods. On this basis, all participants 
agreed that cultural awareness is significant in the MICE sector. This was borne out by the following 
two female participant interviews (one domestic and one from overseas): 
 
MICE staff know little about the norms of Islam and the cultural background of Muslim 
customers. This lack of informed and empathetic staff means that Islamic customers may find 
themselves marginalised, with struggles between the norm of each venue, and those of their 
family, religion, and ethnic communities. However, I believe that Muslim dietary 
requirements should be prioritised by all venues. (SK 4) 
 
As Thailand is a mostly Buddhist country, it frequently happens that non-Islamic staff in a 
venue cannot respond to my religious requirements. However, if they do not understand about 
Islam and what Muslims require, they should ask. I think most Muslims are happy to explain 
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about their religious practices, which a number of Thai people who are non-Muslims do not 
understand. (KBI 7) 
 
In regard to the concerns outlined above, two female participants (one local and one international) 
outlined the sensitive issues to which MICE staff need to be alert: 
 
I do not expect MICE staff to understand Islamic teachings, but what I would like them to be 
aware of is that not all Muslim customers are the same but come from different places and 
cultures. This means that their behavior and manner may be quite different from that of other 
customers. Body language and eye contact, for instance, have to be understood within their 
cultural and religious context. Conservative Muslims follow strict cultural norms that prevent 
them from interacting freely with persons of the opposite sex. These norms may result in 
behavior that can be misinterpreted as Muslim women do not mix with the opposite sex in the 
same way as their non-Muslim customers and they may lower their gaze and not look directly 
into the eyes of male workers. (PK 3) 
 
At events or conferences, one sensitivity which needs to be kept in mind is that most Muslims, 
whether male or female, are not comfortable with someone from the opposite sex standing too 
close to them. Furthermore, Muslims generally do not expect non-Muslim workers to greet 
them with the Islamic greeting which all Muslims around the globe routinely use. This means 
using the phrase “As-Salam-u-Alaikum” (Peace and mercy and blessings of God be upon you) 
is not necessary for a non-Muslim, since it is acceptable to greet Muslims in a standard 
salutation among Muslims. (SKI 9) 
 
The findings from the above interviews show that domestic and international Muslim participants 
share similar concerns in regard to Islamic awareness issues. The participants say that ethical and 
professional behaviour on the part of the staff is part of being courteous, and is a key role consistent 
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with their religion. The following section looks at how to provide services and facilities acceptable to 
Muslim customers. 
 
All participants reported that despite the growing number of hotels and restaurants which comply with 
Islamic-oriented services in Southern Thailand, most MICE venues have made little effort to provide 
such services and facilities. As a result of their failure to do so, a number of participants have been 
negatively affected since the service and facilities made available to them fail to take their Muslim 
faith into account. In accordance with this line of thinking, two overseas participants and one local 
participant reported: 
 
Many airlines which are operated by Muslim countries (such as Malaysia Airlines, Emirates 
Airline, Qatar Airways, etc.) do not require their employees to be Muslim. However, only 
certified halal food is served on board, there are no alcoholic beverages, and staff dress 
conforms to Islamic principles. This is a very good example of global businesses run by 
Islamic nations which cater for the needs of both Muslim and non-Muslim passengers at an 
excellent level. (PKI 2) 
 
I grew up in a fundamental family but I have never sought out Islamic staff in a venue because 
I prefer to get to know people who come from different backgrounds to me. I do not feel it is 
necessary for me to be served by a fellow Muslim and I do not believe that seeking out such 
service would make it be better than the one which is provided by a non-Muslim. I appreciate 
the rich culture which comes from people from different races being together in the same 
place. All humans should be open-minded and respectful and that is all that matters. I believe 
all religions are great and holy so why not just continue doing good and living a good life 
expressing compassion and tolerance. (KBI 8) 
 
Frankly speaking, I think any Muslim customer who really wants to only be serviced by 
Islamic workers should stay at home. I work at a travel agency and frequently see my 
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customers, especially from Arab countries, change out of their traditional clothes into western 
style ones once they are through immigration at the airport. This clearly shows that when 
Muslims have left home, they want to relax. During their trip, they normally focus on finding 
halal food and places to pray. (PK 6) 
 
Although the vast majority of participants were prepared to forego being serviced by Islamic staff, 
some felt that they could only trust products and services provided by fellow Muslims. The following 
female local participant from Songkhla expressed the following view: 
 
I have always found the sight of a few Muslim workers in a venue to be one of the 
contributing factors to making me feel comfortable when attending a conference. My needs 
are always related to my religious requirements, especially in terms of dietary matters, and I 
only feel confident eating venue food which has been prepared and served by staff who are 
Muslim. (SK 6) 
 
The above interviews show that although having Islamic staff who understand the requirements of 
Muslim customers in the MICE industry is not identified as the main areas for most participants, some 
participants do prefer to be serviced by Muslim staff.  
 
6.5 Conclusion 
 
This chapter identified the special requirements of Muslim customers and their level of satisfaction 
with the amenities currently provided in the MICE industry, in so far as they are in harmony with their 
Islamic faith. Their experience of attending a meeting or an event was discussed, alongside their 
knowledge of Islam, the role of Islamic beliefs and practices in their own lives, and their expectations 
of Islamic hospitality and customer service standards. Overseas participants generally seemed to be 
more satisfied than local participants and less insistent than Muslim Thais in demanding amenities 
which complied with Islamic principles. Regarding the qualitative findings, there were varying views 
	 183	
expressed by the Muslim participants regarding halal services and MICE amenities which comply with 
Islamic tenets. The vast majority of international business travellers interviewed (90%) were content 
with the services they received, but all the local Muslims in this study complained about the lack of 
nationally-recognised halal MICE standards and certification. It was not clear why Muslim 
participants who had travelled from overseas were, in general, less demanding than local Muslims in 
regard to their expectations of Muslim-friendly services, and it was interesting to note that it was the 
local female participants who expressed a strong wish for more and better service. However, it could 
be because visitors to Thailand are happy to accept a change of environment, whereas local Muslims 
(very much a minority group in their own country) want to create an environment which is visibly 
Islamic. It was also not clear whether the views of the female local participants were representative of 
their male counterparts, who featured in the research at lower rates. These differences in the findings 
notwithstanding, it appears that if halal amenities were provided, MICE venues would become more 
attractive to local Muslims who, on the surface, appear to be more religious and less tolerant than the 
international Muslim participants. The next chapter considers the implications of these findings and 
makes recommendations as to how they might be applied, both in further research and in the MICE 
industries. 
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CHAPTER 7 
CONCLUSION 
  
7.1 Introduction 
 
As outlined in Chapter 3, in order to address the lack of literature on the provision of MICE Muslim-
friendly amenities gap in the research and explore ways in which Islamic hospitality can be developed 
in venues, this research took a mixed-methods approach. Identifying that quantitative research was 
beneficial for the incorporation of a large number of contextual variables, but that qualitative research 
would be useful in providing for richly textured data, I opted to carry out interviews that utilised both 
close-ended and open-ended questions. In order to capture both staff and customer perspectives, these 
were carried out with 18 Buddhist staff, 44 Muslim staff, and 62 Muslim clients in three key locations 
in Southern Thailand. Venues in Songhkla, Krabi and Phuket were chosen as research areas. The 
interview data were then analysed to identify key themes and trends, and the demographic data 
obtained through quantitative questioning was used to compare the results across key variables like 
nationality and gender. As this study incorporated quantitative and qualitative data, an analysis of the 
former was preformed by the computer program Statistical Product and Service Solutions (SPSS, 
Version 20.0), whilst for the latter thematic analysis was used.  
 
In summary, the research questions began with the notions of ‘religion’ (whether ‘Islam’ or 
‘Buddhism’) and ‘hospitality’. When it came to the ideas of ‘Muslim-friendly service’ in the MICE 
industry in Southern Thailand, under-examined management issues and also the notion of ‘Buddhism’, 
which is regarded as the state religion of Thailand, tended to be contested. Consequently, this study 
was concerned with highlighting these notions. However, to promote the venue amenity which is seen 
as halal in the Thai context, understanding of Islamic follower requirements when attending a meeting 
and an event is essential, and this understanding should be considered as the centre of further MICE 
halal hospitality and customer service research. 
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The vast majority of the participants in this study openly shared their religious beliefs and practices, 
and inner thoughts and feelings about the role of religion in their lives. What resulted was a picture of 
diverse, individualised approaches to religious observance, with behaviour, dress and eating all 
identified as being influenced by religious principles. In addition to the face-to-face interview used for 
accessing the views of MICE staff and Muslim customers, this approach helped the researcher to 
understand that both Buddhism and Islam are different in many features of prescribing to religious 
observance for individuals, groups and societies. This meant that these two groups of participants 
deliver their meaning and belonging within their culture and link them to theoretical concepts of 
diversity. As such, the power of ethnic diversity which likely makes catering to Muslim customers 
more complex, has emerged from interview data. Although this sociocultural phenomenon is not a 
new power which creates complexity in the current hospitality conditions in Thailand, the growing 
number of Muslims in the MICE market in demanding amenities which abide by Shari’a rules and a 
great lack of understanding of Islam can lead to cultural tensions. The MICE sector is currently facing 
the challenge of diversity because it is expected to provide amenities with options for a variety of 
customers to observe their religious obligations when attending meetings and events. Further, from an 
academic perspective little is known about the area of halal hospitality in the MICE context, either 
from the perspective of staff or clients. 
 
With regards to a discussion of the perspectives of both MICE staff and Muslim customers, this study 
attempts to explore their awareness of Islamic principles, and their perceptions of the halal amenities 
provided to accommodate Muslims in the MICE industry. The results revealed that, as outlined in the 
quantitative part in Chapter 3, there were slightly different views expressed by Buddhist and Muslim 
staff asked to rank their knowledge of Islam. According to the qualitative results, as shown in Chapter 
4, most Muslim staff were more knowledgeable about Islamic beliefs and practices than their Buddhist 
counterparts. With respect to the views of Muslim customer participants, although a number of this 
group of participants, both locally and internationally, emphasise individualism with respect to 
practice, which lead to many Muslims observing religious requirements at different levels, they appear 
not to have faced any difficulties following Islam. However, there were concerns raised by most 
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Muslim staff participants emphasising that a number of Muslim customers are still not offered 
appropriate Muslim-friendly services and facilities, and a few were aware that such services would 
increase venue costs. In contrast, due to the high cost involved in fully meeting the Muslim 
requirements, and recognition of MICE as a secular business sector, the vast majority of Buddhist 
participants emphasised that the MICE sector is there to serve the whole community, and not all 
business travellers want to stay in a venue primarily designed for Muslims. While MICE customer 
policy generally strives to ensure that individuals of all religious beliefs are welcome, the vast majority 
of Muslim customer participants felt that the MICE sector in Southern Thailand is not viewed as a 
progressive Muslim-friendly industry, although it helps them to enlarge their businesses, to share 
experiences and to promote their products. 
 
According to the influence of religion in the lives of Muslim and Buddhist staff and the significance of 
religious diversity in MICE venues, as discussed in Chapter 5, while it was clear that Islam is viewed 
in different ways by the two groups of participants, it was also apparent that stereotypical images and 
perceptions, particularly amongst Buddhist staff in this study, persist. Although Muslim staff 
participants believed that in Southern Thailand there are widespread misconceptions about Islam and 
Muslims, in which both are portrayed as promoting violence, most Buddhists do not accept that 
Muslim Thais have committed acts of violence. Due to the fact that Buddhism is the majority religion 
in Thailand (95%) and all Buddhist participants in this research regarded it as a major identity factor in 
Thai society, Buddhist staff interviewees emphasised that they only participate in religious activities 
on an occasional basis. As Muslim staff in this study regarded Islam as a source of identity that 
reflects the role played by religion in the lives of Muslim Thais, it has influenced Muslim staff work 
preferences. Although the majority of Muslims emphasised that Islamic observances are crucial in 
their lives, some Muslim participants felt that balancing one’s religious obligations with familial and 
occupational responsibilities is possible. Regarding the influence of religion on the work and lives of 
Buddhist and Muslim participants in this study, it was apparent that at least for the most part, Buddhist 
staff were prepared to make allowances for the religious commitments of their Muslim colleagues (for 
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example, by covering for them at work). Dress code was also an issue, with inconsistency among 
MICE management regarding the wearing of the hijab. 
 
With regards to a discussion of main interview findings from Muslim customer participants, in relation 
to their assessments of venues and whether they feel that their religious values and principles are 
respected and/or prioritised, including the impact of Islamic requirements (such as halal food, prayer 
rooms and bidet showers) on the MICE industry, the research revealed in Chapter 6 that as Muslim 
participants come from a variety of backgrounds, and there are varying degrees of Islamic religiosity 
which influence their expectations regarding Islamic hospitality services and facilities, as Muslims 
they have a duty to follow Islamic principles in order to meet the requirements of their faith. As such, 
many Muslim customers in this study wish to remain within an Islamic environment by surrounding 
themselves with Muslim friends, however doing this within a MICE venue which is designed to cater 
to people of every faith and with diverse beliefs, lifestyles and behaviours is difficult. Although the 
majority of participants who are repeat Muslim customers, and most are Thai, would hope for a 
spiritually-friendly experience which is in line with Islamic teachings when attending events, do not 
necessarily insist on only attending events that are in harmony with Muslim faith. While all Muslim 
participants reported that most MICE venues have made little effort to provide halal amenities, most 
overseas Muslims in this study seemed to be more satisfied and less aggressive than local participants, 
especially in demanding halal food which was prepared by Muslims. Through these findings it 
appeared that local Muslims were more concerned with creating an environment which is visibly 
Islamic, and expressed a strong wish for better Islamic-focussed services, whereas visitors to Thailand 
appear to be happier to accept a change of environment, culture and religious traditions. On this basis, 
it appears that if such amenities were provided, MICE venues would become more attractive to local 
Muslims who appear to feel more strongly about the way in which the local MICE sector should 
address their needs. 
 
This chapter is divided into two sections. Firstly, (7.2) MICE staff understanding of Islam, followed 
by (7.3) Directions for future research. Details of these two parts are presented below. 
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7.2 MICE staff understanding of Islam 
 
As outlined above, this section discussed key interview findings from 62 MICE staff participants, 18 
Buddhist and 44 Muslim, in relation to the influence of religion in their own lives, and religious 
diversity in MICE venues. Details of this analysis are explored below. 
 
As shown in Chapter 4, the quantitative section revealed significant differences between 
true/untrue/unsure (Table 4.2) and multiple-choice (Table 4.1) and the 5-point Likert rating scale 
(Table 4.3) interview findings from Buddhist participants, in relation to Islamic knowledge. The 
results showed a seeming discord between participants’ knowledge of Islam and their perception of 
their own knowledge. This means that when asked specific (true/untrue/unsure) questions relating to 
Islamic knowledge, slightly more than three quarters of the participants (79.5%) were able to answer 
them correctly, however the multiple-choice and rating scale questions regarding participants’ 
perceptions of their own knowledge of Islam revealed that nearly half the participants (44.4%) felt that 
they only partially understood Islamic principles, and slightly more than half (55.6%) rated their 
knowledge as ‘fair’. One possible explanation for this is that the participants had only just met the 
researcher and wanted to appear ‘modest’ when rating their own level of Islamic knowledge, since it is 
a general characteristic of Thai people to not self-promote (Putthongchai 2013). Nevertheless, as 
experienced staff, familiar with the needs of Muslim customers, closed-ended questions of 
true/untrue/unsure responses regarding Islamic knowledge proved easier to answer. In terms of 
demonstrating a high level of Islamic knowledge, especially in relation to customer needs, these 
results are similar to those of Rezai, Mohamed and Shamsudin (2012). Their study of non-Muslim 
awareness of halal principles in Malaysia found that as the majority of participants (75.5%) were 
college or university-educated, their knowledge of halal areas was good. Likewise, as mentioned in 
Chapter 4, 60% of Buddhist participants in the current study had a university degree, and as in the case 
of Rezai, Mohamed and Shamsudin (2012), the more educated they were, the more likely it was that 
they would be familiar with halal. Since the Internet plays a crucial part in education, educated people 
have more chance to turn to it for studying religions (Pew Research Center 2012). The Rezai, 
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Mohamed and Shamsudin  (2012) study did not include any open-ended questions in their survey and 
if they had included open-ended (qualitative) questions, it is possible that the results may have differed 
in the participants’ understanding of halal knowledge. 
 
In contrast to the ‘closed-ended’ quantitative questions, in relation to knowledge of Islam, which 
showed that the vast majority of Buddhist participants (79.5%) were able to answer questions about 
Islam correctly, responses to the open-ended qualitative question ‘What do you know about Islam?’ 
indicated that the vast majority of Buddhist participants felt that they had limited knowledge of 
Islamic principles. Moreover, they expressed an unfavourable view of ‘extremist’ Islamic groups in 
Southern Thailand, holding Islam as responsible for the conflict. Although Muslim Thais have been 
integrated with the Buddhist majority nation for more than a century, they are always referred to as 
khaek, which is synonymous with the terms ‘stranger’ or ‘visitor’ (Horstmann 2004, 2011). This is 
despite the fact that the south of the country not only had a long history relating to who owns the 
southern provinces, but also has experienced a growth in extreme acts of violence (such as gunning of 
non-Islamic school teachers and shopping department store bombings), conducted primarily by a small 
number of radical Muslim Thais since 2004 (McCargo 2012). Chongruksa and Prinyapol (2011) stated 
that due to the actions of militants and the existence of separate schools encouraging the sense of 
‘stranger’ in these provinces, there are no Buddhist Thai students enrolled in Islamic schools because 
their parents do not want their children to learn Islamic principles. Another reason why students of 
Islamic heritage rely mainly on the Islamic education system is because Buddhism plays a crucial role 
within schools, especially in rural areas. Most schools in Thailand, both government schools and 
Buddhist temple schools, are commonly accessible to non-Muslim students (Camroux & Pathan 
2008). This may help explain why the communication between these ethnic groups is relatively low, 
and some Buddhist participants spoke of the negative perception about Islam and Muslims in relation 
to terrorism and crime. 
 
Dalrymple (2011) examined Islam and its followers outside the southern part of Thailand and 
discovered that the Muslim population in Thailand is divided into two groups: the Thai-Malay 
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Muslims and Thai-Muslims of varying ethnic backgrounds. The numbers of the former are much 
higher than the latter, with a split of 80% and 20% respectively. Dalrymple (2011) finds that Thai-
Muslims are concentrated mainly in the capital city and the north of the country. They not only have 
been mainly taught in the Thai education system, but that this group of people also have a positive 
attitude on Thai identity in the sense of being of Muslim faith, yet ethnically Thai. However, the Thai-
Malay Muslims have clearly distinguished themselves from other different religious groups by 
wearing Islamic clothing and following their traditional customs (Brown 2014). Sateemae, Abdel-
Monem, & Sateemae (2015) stated that although the Muslim context in Southern Thailand has been 
altered over time, both Thai government integration policy and a strong influence created by local 
authorities, Islamic beliefs and practices greatly play a crucial role in the lives of Thai-Malay 
Muslims. Although the Muslim Thais from the central cities have a more relaxed approach to 
accepting national assimilation by participating in Thai culture than the Southern Muslim Thais, it is 
clear that both religious groups still continue to adhere to their religious and cultural traditions.  
 
Among the Muslim staff participants, a surprising finding from the quantitative interview results was 
that in regard to closed answer questions with true/untrue/unsure options, 93.2% of the total number of 
Muslim participants stated that they would be willing to attend a Muslim-friendly amenities course in 
order to increase their awareness of Islamic requirements. Further, multiple-choice findings 
demonstrated that nearly half of the Muslim participants (43.2%) admitted to only partially 
understanding Islam (31.8% limited knowledge, 15.9% knowledgeable, 4.5% very knowledgeable and 
4.5% no knowledge at all). Camroux and Pathan (2008) found that Muslims in Southern Thailand 
generally have an Islamic educational background, yet it would appear that the vast majority of 
Muslim staff participants in this study had not received such an education, and so were not taught 
about Islamic values and practices. 
 
In regard to Buddhist staff knowledge of Muslim requirements when attending a meeting or an event 
(as outlined in the preliminary quantitative section in Chapter 3), although more than half (61.1%) 
thought that alcohol and gambling should be banned on venue premises, 27.8% supported the 
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consumption of pork being made available to those customers who wanted it. One possible 
explanation for this is that eating pork plays a key role in Thai society (Putthongchai 2013), and 
especially the MICE sector, since it is considerably less expensive than seafood and is typically served 
to non-Muslim customers, who currently constitute the majority of MICE clientele. As Chinnawong 
(2007) pointed out, most Buddhists (those who believe in certain Chinese deities or those who follow 
Hinduism) in Thailand generally refrain from eating beef because they believe that since the cow is 
sacred, consuming it is not only harmful to health, but also an immoral act. Since the MICE industry 
in Southern Thailand has just been developed in order to increase Muslim business travellers, both 
locally and internationally, it is still difficult to find food which meets Islamic principles. On this 
basis, most restaurants in MICE venues across the region mostly sell non-halal meat-based food, such 
as chicken and pork. 
 
In contrast to the Buddhist staff understanding about Muslim-friendly amenity requirements, relating 
to quantitative (closed-ended true/untrue/unsure) questions, the fact that the vast majority of Muslim 
staff participants (95.5%) felt that pork should be banned from the food and beverage outlets at a 
venue was predictable (4.5% felt that it should not be banned), since it is well-known among Islamic 
followers that seeking out halal food is of the utmost importance to Muslims (Henderson 2010; 
Puangniyom, Swangcheng & Mahamud 2017). As mentioned in Chapter 2, Ambali and Bakar (2014), 
highlighted the fact that the importance that Muslims attach to the consumption of halal food is not 
only because it is given great emphasis in the holy book, but they also see it as ensuring dietary safety, 
quality and hygiene. One interesting observation was that the vast majority of local Muslim customer 
participants (85%) in this study not only refuse food that is prohibited under Islamic doctrines, but also 
chose to abstain from consuming chicken and beef which was not certified halal, or was provided by a 
Buddhist-owned restaurant. Even though if the food provided was claimed to be harmony with Islamic 
dietary rules by a halal-certified Buddhist-owned restaurant, Muslims are generally not confident to 
consume any meat offered in the restaurant. 
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In regard to the Muslim staff perspectives on Islamic requirements relating to the closed-ended 
questions, an unexpected result was that three-quarters of them (75%) felt that alcohol and gambling, 
which are clearly haram (forbidden) by Islam, should be allowed on venue premises. This is a result of 
the fact that as the MICE sector is mainly a Buddhist industry, with a Muslim minority, the latter has 
developed compromises regarding their Islamic beliefs. Although most Muslim participants are 
strongly against the consumption of pork in MICE venues (as discussed above), they accept the need 
for the sale of alcohol even if their having any association with it goes against their religious 
principles. This result is in line with Horstmann (2011), who studied the transformation of multi-
religious coexistence in Southern Thailand. He found that since Muslim and Buddhist Thais in the 
south have been living together peacefully, the former are included in a large range of social 
gatherings which are organised by their Buddhist counterparts. Since Muslims and Buddhists in the 
country are part of the same Thai culture system, and Islamic faith connects to certain Thai activities, 
Muslims have related to Buddhists on a basis of friendship, so this also demonstrates that religious 
principles are negotiated in accordance with the context. 
 
In regard to the actual Islamic knowledge of the Buddhist staff, the research revealed that Buddhists 
not only showed an awareness of the halal principles but were also willing to receive professional 
training in this area, with over three quarters (83.3%) believing that it was not necessary to employ 
Muslim staff in order to attract Muslim customers. This unwillingness to concede that only Muslim 
staff should be employed to serve Muslim customers was consistent with a finding from the qualitative 
section of this study where it was pointed out by some Buddhist participants that as Muslim staff only 
make up, on average, around 10% of MICE employees, and their Islamic teachings prevent them from 
interacting freely with persons of the opposite sex, finding Muslims qualified in travel and service 
studies is hard. As outlined in the qualitative section in Chapter 5, one possible explanation why 
working with fellow Muslims plays a difficult role in the working lives of Buddhists is that they 
generally do not carry out any religious rituals at work. For example, they do not pray and chant, nor 
practice any certain specific prescribed orders during work hours, so their faith is less likely to 
interfere with venue responsibilities. Although Buddhist and Muslim venue staff in the current study 
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have worked harmoniously together and each holds the other in high esteem, hiring Muslim Thais to 
play key roles in organising a conference or exhibition presents difficulties. 
 
Another concern Buddhist participants raised about working with Muslim colleagues, from the 
qualitative findings of this study, is that around one quarter of them were not happy about being 
expected to share work responsibilities, or work overtime in order for their Muslim colleagues to 
fulfill their religious requirements, especially Friday prayers. This finding is in line with those of 
McCargo (2012), regarding Muslims practising their religion in Thailand. He found that although 
Thais are greatly influenced by Buddha’s teachings to live in a peaceful manner alongside people of 
other religions, some Buddhists are less tolerant than others. One possible reason why Muslim 
practices do not fit into the Buddhist way of life is perhaps due to its divergency from the norm in 
Thailand (Putthongchai 2013). As outlined in the qualitative findings, the vast majority of Buddhist 
participants did not understand why Muslims place such emphasis on praying five times a day, and 
specifically going to a mosque every Friday, as it is a key day of a number of events in the MICE 
industry. Since MICE customers are regarded as demanding clientele who have high expectations of a 
venue and event (Kaminski 2013), all staff are supposed to respond to customer needs at any time of 
the day or night. It is understandable, therefore, that Buddhist participants might expect their Muslim 
colleagues to share work duties fairly with them, especially during very busy times at venues. 
 
A further reason Buddhist participants mentioned for not hiring more Muslim staff was the fact that 
the majority of Muslims from Islamic schools have relatively limited English skills. Islamic schools 
emphasise religious studies, whereas in regular Thai schools, religion plays a relatively smaller role, 
while English is taught as a second language from kindergarten (Hayes 2016). This result is in line 
with researchers such as Chongruksa et al. (2010) and Albritton (2010), who examined the education 
of Muslims in Southern Thailand and found that in order to maintain their religious faith, most tended 
to enrol in Islamic courses rather than following the national education system (it should be noted that 
the courses are generally inexpensive, but do not provide the same curricula, like English, that is 
deemed important to the broader Thai community and its economic future). One interesting 
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observation is that although during 2000–2009, poverty in Southern Thailand continued to decrease, 
Muslims in Southern Thailand tended to be poor, especially for males in the rural Muslim 
communities (Sarntisart 2016). Therefore government and private schools, especially in cities, are less 
affordable for many Muslim families. Since the city government or private education institutions 
provide quality curricula and teaching facilities, as well as qualified teachers and staff, most moderate 
and well-off Muslim parents tend to send their children to pursue such an education, while the 
predominance of attendance at Islamic schools exists in rural areas. 
 
Learning about alcohol generally plays a crucial role in any hospitality-related degree across the world 
(Larsen & Jorgensen 2003), with all students expected to handle and taste drinks containing vodka, 
rum or wine in a hands-on class. Likewise, the industry training requires a wide appreciation of foods 
and customer preferences concerning these as well as comfort in working in a varied, mixed-gender 
work environment. Since Islamic education, which is regarded as a marker of Muslim Thais (Yusuf 
2010), takes an uncompromising stand against learning about the serving and tasting of alcoholic 
drinks or pork, or the mixing of genders, few Muslim Thais study programs related to travel and 
service. This finding is confirmed by Afifi (2014), who investigated the views of Egyptian hotel 
management students attending an alcoholic beverage service class, and found that since Islam is the 
dominant religion, with over three-quarters of the population of Egypt following Islam, most Muslim 
respondents were concerned that attending this class would not be in accord with their beliefs and 
practices. Since the study of alcoholic beverages is a complex issue for Islamic followers, attitudes of 
Muslim students in Thailand and Egypt towards learning this subject are clearly no different.  
 
In contrast to the views of Muslim staff regarding the recruitment of fellow Muslims, in relation to 
quantitative (closed-ended question) findings, over half of Muslim participants (59.1%) felt that only 
Muslim employees could truly understand the needs of fellow Muslims. This is because since Muslim 
workers still constitute a small part in the MICE industry, most venue kitchens, especially in Southern 
Thailand have not been certified as halal, and all halal food and beverages for specific events are 
delivered from nearby halal restaurants. Although there is an official halal certification body available 
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in Thailand, most halal restaurants are not interested in such guarantees because of the considerable 
costs involved. Further, there is no specific policy to motivate halal restaurants to pass the national 
halal certification agency. This therefore presents difficulties as it is an extra task for MICE when 
finding a ‘high-quality’ halal-certified or Muslim-owned restaurant which is able to cater for a large 
number of Muslim customers. Since the participants were not only aware of a lack of halal food as a 
day-to-day issue among Muslim customers, but also most non-Muslim staff sometimes make mistakes 
when providing meals or refreshments for Muslims, hiring fellow Muslims who are fully aware of 
Islamic hospitality services was regarded as one of the best ways to overcome such obstacles when 
organising halal-related events and attract Muslim business visitors. 
 
Nearly 70% of both Muslim and Buddhist participants reported that their colleagues, whether or not 
Muslim, skilled or unskilled, across the three MICE venues in Songkhla, Krabi and Phuket, have 
worked alongside each other harmoniously. Further, the majority emphasised that they hold their 
Muslim co-workers in high esteem, and feel that the role they play is of vital importance for the MICE 
sector. They also stressed that the success of the industry depends on cooperation between Muslim and 
Buddhist colleagues. Moreover, it was apparent from the feedback received that, at least for the most 
part, Buddhist staff were prepared to make allowances for their Muslim colleagues’ religious 
commitments (for example, by covering for them at work). Dress code was also an issue, with 
inconsistency among MICE management regarding the wearing of the hijab. It should be noted that 
the degree to which Muslim staff are allowed to fulfill their religious obligations plays a vital role for 
them in determining whether or not to work in a MICE venue. To be more specific, the majority of 
Muslim participants in this study are likely to observe their Islamic practices, such as halal 
consumption, daily rituals, and so on, and endeavour to lead a good Muslim life. However, a small 
number of Muslim participants (both those who have spent most of their lives studying Islam, and 
those who were born in a Muslim community) state that they are totally 100% committed to all 
Islamic principles and set themselves the highest standards in carrying out these obligations. 
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Responding to the open-ended question, relating to ‘What service provision do you think is required in 
order to meet the specific requirements of Muslim clients?’, the qualitative findings from Buddhist 
participants showed that they regarded true Islamic believers as completely surrendering to God’s will, 
but no reference was made to pre-washing facilities, bidet showers, sex segregation, etc., although 
prayer rooms were mentioned several times as necessary in order to respect the devotional life of 
Muslims. As images of Muslims attending prayers in a mosque are very common in southern Thai 
society, either on television or billboards, this could explain why the participants recognise that such a 
practice is crucial in Islamic life. Putthongchai (2013) stated that non-Muslims in Thailand are not 
only aware of mosques, but also Islamic institutions, such as The Central Islamic Committee of 
Thailand and The Provincial Islamic Committee, which have been officially acknowledged since 1997 
by the Islamic Organisation Administrative Act, and have engaged with Thai society as a national 
representative for Muslim Thais. Due to the increasing number of mosques in Thailand, which were 
recorded in 2015 at 3,864, an increase of 7% over the 2008 figure of 3,610 (Khareng et al. 2016), 
including over 600 Muslim schools which are mainly located in the south of the country, and the role 
played by Muslim organisations, both nationally and locally, the importance attached to prayer is more 
visible in Thai society than other Islamic practices. 
 
In contrast to the qualitative findings, regarding the question related to special allowances made for 
Muslim customers, the vast majority of Buddhist participants (80%) were aware that due to the 
growing number of Muslim business travellers in Thailand, there was a pressing need for Muslim-
friendly services in MICE venues. However, a significant number of the Buddhists felt that meeting all 
of their requirements would not be practical, or advisable because it would not only alienate other 
important customers, especially Thai Buddhists, but also increase venue costs. This reluctance to allow 
that only halal-certified amenities should be adopted in MICE venues was consistent with a result 
from open-ended questions, relating to the role of Buddhism in the lives of Buddhist staff. Here, it was 
pointed out by all Buddhist participants that Buddhism is regarded as a symbol of Thailand, meaning 
that being a Thai generally implies being a Buddhist. This result is in line with McCargo (2009c), who 
examined Thai Buddhism, Thai Buddhists and the southern conflict. He found that Buddhism in 
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Thailand is greatly crucial since it is not only regarded as a religious guideline for each individual 
follower of Siddhartha Gautama, the founder of Buddhism, but also it is constituted as a strong pillar 
in the national way of life and a part of each Thai’s soul. In addition, McCargo (2009c) also pointed 
out that due to the negative impact of aggressive Islam, mainly located in Southern Thailand, having a 
high sense of fear regarding the growing number of Islamic militant groups has played a significant 
role for Buddhist Thais to preserve their essential values of Buddhist culture. Hence, there is growing 
self-distinguishability between Muslim and Buddhist Thais by embracing more religious identity and 
practices (mostly in the areas of diet, dress code and rituals). In keeping with the role played by 
religious belief and practices in the provision of service and facilities in MICE venues, key interviews 
from Muslim customers regarding their requirements when attending a meeting or event will be 
discussed below. 
 
As showed in Chapter 4 in the quantitative section (see Table 4.4), there was a significant difference 
between the level of satisfaction of overseas participants and their local counterparts, with the overall 
level of satisfaction of overseas Muslim participants significantly higher than that of local Muslim 
participants. In regard to Question 2, over half of overseas customers (54.8%) rated staff as having 
‘fair’ knowledge of Islamic principles, whereas around a quarter of local Muslims (22.6%) indicated 
this knowledge as ‘poor’. Further, the result from Question 16 relating to staff performance also shows 
that the majority of the overseas visitors (74.2%) agreed that the overall staff ability to offer services 
following Islamic prescriptions was ‘good’. In contrast, 29% of the local Muslims rated it as ‘not 
good’ in this regard. The high level of positive satisfaction level of the former and the potential 
percentage of disagreement of the latter regarding staff performance was consistent with a finding 
from the qualitative section of this study, as outlined in Chapter 6, relating to desire for good 
experience. Here, it showed that due to just over half of the international participants are new to 
MICE, whilst the vast majority of Thai participants are repeat customers. Without a doubt, the degree 
of dissatisfaction in this regard of the latter was greatly higher than the former. Another reason is 
because, as discussed in Section 6.2 above, since Muslims in Thailand have been categorised into two 
groups, and the majority of local Muslim participants in this study are Malay Muslims who are less 
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assimilated than Muslim Thais into Thai society, in order to remain separate from Buddhist Thais to 
preserve their Islamic beliefs and practices (Dalrymple 2011). Although most local Muslims graduated 
from universities, as outlined in Chapter 3, they were born and raised in a traditional Muslim 
community, especially in the southernmost provinces, where Muslim children are sent to an Islamic 
school.  
 
Continuing with the level of satisfaction in the quantitative interview results among the Muslim 
customer participants, a finding between overseas participants and their local counterparts was that 
local Muslims were significantly more demanding in regard to amenities which comply with Islamic 
principles. This means when asked questions relating to the quality of customer service, most overseas 
Muslims (around 66.2%) concurred that they are served quickly with uncomplicated procedures, 
including they are welcomed and assisted throughout the venue. On the other hand, about a quarter of 
the local participants (27.4%) rated such quality of services as not good. One possible explanation why 
the degree of dissatisfaction in this regard of the local participants was significantly greater than 
overseas participants is that the latter appear perhaps more sympathetic as they were in a foreign 
country and the former less so, because they already know more details about what should be 
provided. As outlined above, local Muslims (who the vast majority of participants have experienced in 
attending MICE venues than the foreign customers) want to create an environment which is visibly 
Islamic, and expressed a strong wish for better service, whereas visitors to Thailand are happy to 
accept a change of environment.  
 
Turning now to the qualitative interview results, as shown in Chapter 6, with the Muslim participants 
regarding the provision of halal amenities in MICE venues. Without a doubt, the vast majority of 
overseas Muslim customers (90%) were content with the services they received, but all the local 
Muslims complained about the lack of nationally-recognised halal standards and certification. The 
result of this study is consistent with the quantitative finding above, even though the Muslim 
participants come from a variety of backgrounds, the local Muslims regard Islamic practices as a 
sensitive issue that cannot be separated from their everyday lives. It seemed clear why Muslim 
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participants who had travelled from overseas were, in general, far less demanding than local Muslims 
in regard to their expectations of Muslim-friendly services, and it was interesting to note that it was the 
local female participants who expressed a strong wish for more. However, it was not clear whether the 
views of the exclusively female local participants (64.5%), were representative of their male 
counterparts (35.5%). On this basis, it appears that if such amenities were provided, MICE venues 
would become more attractive to local Muslims who, on the surface, appear to be more religious and 
less tolerant than the international Muslim participants. 
 
In regard to the qualitative findings above, there were varying views expressed by the Muslim 
participants, between males and females both locally and internationally. The findings show that 
although Islamic faith is an important force in the lives of Muslim participants, there are varying 
degrees of Islamic religiosity which influence their expectations regarding Islamic hospitality services 
and facilities. Local male Muslim participants appeared more willing than the females to make some 
compromises in their religious requirements in order to attend events. As 70% of both local and 
overseas Muslim participants were female, only local ones are highly selective in regard to the food 
they consume and the manner in which it is prepared. The former group also refrains from eating any 
animals and animal by-products which do not come from halal sources, and which are produced by 
Buddhist caterers. None of the overseas Muslim participants (as outlined above, the majority were 
female) had any issue about consuming meat cooked by non-Muslim food providers, provided it was 
stated to be halal, and was permitted under Islam. The result of this study is consistent with Azam 
(2016), who investigated the criteria that Saudi Arabian consumers use for considering buying halal 
food produced by non-Muslim manufacturers. He found that since halal consumption is seen as faith-
based needs for every Islamic follower, Muslims no longer have issues in consuming halal products. 
Nevertheless, the Azam (2016) study also pointed out that although products with halal certification 
and signage increases confidence among Muslim consumers, some still refuse to buy non-Muslim 
halal-certified packaged food. Yeo et al. (2018) highlighted the fact that purchasing decisions of 
members of different religious groups are influenced by their religious identity, background, 
orientation, knowledge and beliefs. Therefore, it shows that religion and beliefs are sources of 
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awareness toward consumption behaviour. This can explain why overseas participants are less 
insistent than local respondents in demanding amenities which comply with Islamic principles. 
 
It is evident from the interviews that the vast majority of Thai participants are experienced MICE 
customers, whilst just over half of the international participants are new to MICE. Among both groups 
of Muslim participants, the answers given by the new MICE customers (whether Thai or 
international), considered it important to choose venues that offer services which are in line with 
Islam, whilst those which are not (and are therefore ‘haram’) will not be chosen. The vast majority of 
the new MICE customers (whether Thai or international) indicated that the most significant factors 
that influenced their decision when choosing a venue were that the services and facilities provided 
comply with Islamic principles, with the majority expressing the view that they always expect to 
receive good service at the venue and to be made to feel comfortable. In regard to the experience of 
participants new to MICE, the researcher noted that a significant number were primarily concerned as 
to whether the products and services provided would meet the requirements of their Islamic lifestyle. 
Only by consciously choosing to spend money on services and facilities that meet with these religious 
and cultural requirements are Muslims being true to their faith. Although there were varying degrees 
of Islamic religiosity which influence their expectations regarding the staff ability in providing halal 
hospitality services and facilities, as discussed above, believing in Islam is an important force in the 
Muslim way of life (Hassi 2012). This means since Muslims can be divided in different sub-groups 
(such as Shia, Sunni, etc.), and their religious perceptions are varied, according to Islamic principles, 
the exact performance of Muslim-friendly service providers are differently judged by those who have 
distinctive levels of religious commitments (Williams 2005).  
 
In contrast to ‘the new customer’ perspectives above, in relation to Muslim customer preferences 
regarding venue selection, although the adoption of Islamic hospitality services in the MICE industry 
in Southern Thailand was relatively low, the majority of experienced (repeat) Muslim MICE 
customers (most are local) stated that the events they attended were based on their interests, and it was 
not a high priority for them that the services provided follow Islamic values, standards and guidelines. 
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This result is in line with Altareri (2016), who examined cultural diversity development in the MICE 
sector in Saudi Arabia. He found that the choices MICE clientele make when going to a venue are 
based on a purpose, and as in the case of the experienced Muslim customers in this study, the small 
number of venues organising an exhibition in Southern Thailand, the Muslim customers likely choose 
venues that contribute to their business opportunities. As Akkhaphin (2016) pointed out, when 
consideration was given as to how to select MICE venues, decisions were mainly determined by three 
categories: images of the destination, cultural experience, and event opportunity. Since there are only a 
very small number of MICE locations in the south of the country, which organises large-scale business 
events thorough the year, there are still difficulties finding a venue which is in line with the teachings 
of Islam. In regards to observing Muslim Thai customer participant reactions to venue services and 
facilities which did not meet their expectations, the researcher noted that although they did not feel 
that the MICE venues in Southern Thailand provided good Islamic-friendly food, prayer facilities or 
related amenities, some were careful not to complain to the manager as they did not want their religion 
to be perceived in a negative light, while other participants would go on Facebook and create 
considerable damage to the reputation of the venue. By doing so, it is clear from the interviews that the 
participants have different values, beliefs and behaviour.  
 
Among the Muslim customer participant perspectives on halal food, one result was that as an Islamic 
follower, they are duty-bound to undertake certain responsibilities which need to be done according to 
Allah’s guidance. However, from a dietary requirement perspective, they expressed various degrees of 
sensitivity and observance. The Thai participants reported that they are highly selective in the food 
they consume and the manner in which it is prepared, and refrain from eating any animals and animal 
by-products which do not come from a halal source. Most international participants, on the other hand, 
stated that they have no issue consuming meat and chicken provided by non-Muslim food providers 
because they believe that as long as the animals are slaughtered according to Islamic principles, it is 
permissible for them to consume them. The research of Girish and Sameer (2014), who studied the 
motives and perceptions of young tourists from the United Arab Emirates, found that each traveller 
from the same culture has different values, beliefs and behaviour. It should be noted that the reason 
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why the international participants gave more importance to succeed in their MICE trip, and appear to 
be less religious during attending a meeting or an event than the local ones is because each home 
country of the overseas group are Muslim-majority nations and their religious beliefs and practices are 
included in the national administration. Whilst there is freedom of expression of religions in Thailand, 
being a Muslim Thai appears less significant in the MICE industry (as discussed above). 
 
Lack of staff able to provide the kind of service required for participants to follow the Islamic 
principles embedded in the Quran was the number one complaint amongst the majority of participants, 
especially locals. Due to the growing number of Muslim business travellers in Thailand, and the 
subsequent surge in hotels and restaurants, they felt there was a pressing need for qualified people, 
especially Muslims, to oversee the administration of halal in MICE venues. Although the vast majority 
of local participants were prepared to forego being serviced by Islamic staff, some felt they could only 
trust products and services provided by fellow Muslims. Although having Islamic staff who 
understand the requirements of Muslim customers in the MICE industry is not identified as the main 
areas for most participants, some participants do prefer to be serviced by Muslim staff. On this basis, it 
appears that if such amenities were provided, MICE venues would become more attractive to local 
Muslims who, on the surface, appear to be more religious and less tolerant than the international 
Muslim participants. 
 
It should be noted that the comparisons made across the different key findings and between the MICE 
staff and Muslim customer participants have allowed the researcher to identify halal hospitality and 
customer service in the MICE industry articulated within the Southern Thai context, which will be 
elaborated in the following section below. 
 
The need to cater to the Muslim market has resulted in an emerging trend in the tourism industry: that 
of halal or Islamic tourism. This in turn, results in a growing need to develop products and services 
which are in harmony with Islamic principles. Yet no one can predict that the full provision of 
Muslim-friendly amenities in the MICE industry is guaranteed a positive reception. This is part of the 
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complexity facing the MICE industry in Thailand, one which participants also acknowledged. While 
many Muslim staff participants raised concerns that Islamic customers are still not able to be offered 
appropriate Muslim-friendly service and facilities in the MICE industry, there was not always 
consensus between staff or guests as to what these should look like. Further, they explained that when 
consideration was given as to how to provide Muslim-friendly amenities and treat Muslims, allowing 
for Islamic rituals to be carried out in MICE venues, decisions were mainly made by venue 
management, most of whom were Buddhist. Therefore, in order to become a fully Muslim-friendly 
venue, they presented the researcher with a long list of requirements (such as it should be clean, have a 
large, fully-equipped prayer room (with a sign pointing to Mecca) and be situated at the front of the 
venue and segregated by gender etc. The finding was consistent with Muslim customer participants, as 
shown in Chapter 6 in the qualitative interview results, where they reported that the idea of halal-
friendly amenities in the MICE sector is still in its infancy and that the majority of MICE staff who are 
Buddhist still fail to provide services that reflect Islamic principles. Moreover, the participants felt that 
Islam is a simple and practical religion and more should be done to meet the needs of its followers. 
Given the pervasive nature of Shari’a, it is not surprising that both groups of Muslim participants look 
for Islamic-based services in the MICE venue arena. However, Islamic hospitality and customer 
services have just been a newly launched concept in Thailand by a number of Muslim-owned 
manufacturers and Islamic scholars, and there is neither a certain guideline nor a single policy of such 
amenity procedure to support effective MICE venues in catering to Muslim travellers’ demands. As 
mentioned in Chapter 2, Altareri (2016) pointed out that like all religions there is diversity in belief 
and practice amongst adherents. Thus, what complicates the development of the identified service is 
that the prescriptions and prohibitions set out in Islam may be broad, especially in Thailand where 
Buddhism is still regarded as the state religion, so their application in practice varies.  
 
In contrast to the two groups of Muslim participants, both staff and customers, regarding the provision 
of venue service and facilities which they feel respect their identity, there is a wide difference of 
Buddhist staff opinion relating to the development of Muslim-friendly services in the MICE industry. 
These range from the majority of Buddhist participants giving low priority to adopting services and 
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facilities which comply with Muslim requirements, even opposing the idea that MICE venues be 
subjected to compliance with Shari’a principles. In addition, the Buddhist staff felt that adopting 
Islamic hospitality service in MICE venues is not only seen as an economic loss of investing vast sums 
of money but also it cannot be fully recognised as it would not be accepted by non-Muslim customers, 
especially Buddhist ones. The result of this study is inconsistent with Haque et al. (2015), who 
examined non-Muslims’ attitudes on purchasing halal food products in Malaysia. Their study of 
Malaysian non-Muslim customers found that as consumer backgrounds (such as norms and behaviour) 
play a vital role in consumption style, it appears that this group of consumers feels confident 
consuming halal food. This means that by having a positive understanding of halal knowledge, the 
degree of satisfaction in this regard of the non-Muslims is high. Since Malaysia has been regarded as 
the top halal destination in the world and Muslims have constituted the largest groups of citizen in the 
nation (around 60%) (Battour & Ismail 2016; Yeo et al. 2018), attitudes of non-Muslims in Malaysia 
and Thailand towards the provision of products and services that are in line with the teachings of Islam 
are clearly different. 
 
Oktadiana, Pearce and Chon (2016) examined Muslim travellers’ needs and found that as the halal 
market grows, providing amenities that relate to the principles embedded in the Quran, by which many 
Islamic consumers abide, comes increasingly into focus in a number of non-Muslim majority nations, 
for example, in Australia, China, Japan and other countries. However, the study emphasised that 
although it is necessary to offer halal amenities to Muslim clientele, there are a range of provision of 
services and facilities which are in harmony with Islamic principles available to Islamic customers, 
and as such there is no particular practice to cater for the needs of Muslims. Even though Muslim 
diversity remains a complex facet to understand, it is clear that understanding the real essence of 
providing good service and facilities for Islamic followers is significant for multicultural societies. The 
next section looks at recommendations for stakeholders and for further research. 
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7.3 Recommendations 
 
Section 7.2 discussed the reconciliation of providing Islamic-based amenities to Muslim customers in 
the MICE industry in Southern Thailand. Based on the research outcomes, this part presents 
recommendations for key stakeholders and for further research. This section is divided into four 
sections: government agencies and policy makers, academics, MICE venues, and directions for future 
research. Details of these parts are given below. 
 
7.3.1 Government agencies and MICE policy makers 
 
The fact that the Thai hospitality industry does not come under any government regulation in regard to 
catering for the needs of Muslims was highlighted by a number of participants. Therefore, in keeping 
with training program policies regarding halal-related areas for MICE staff, as stated above, halal-
certified services and facilities for MICE venues should be developed in order to strengthen the MICE 
sector capacity to be the ideal industry in Southern Thailand where Muslims make up a significant 
number. Further, although there are no official criteria for diversity management compliant regulations 
in MICE venues, cultural diversity creates significant opportunities and challenges for the MICE 
industry. Due to the greater number of Muslim customers, both local and international, in the MICE 
industry in Southern Thailand, and most MICE venues are still dealing with situations involving 
cultural differences as they arise or simply avoid or ignore them, there is a pressing need for qualified 
employees who understand Islamic cultures. Therefore, MICE policy makers should promote the 
MICE industry diversity management, especially in the south of the nation, since the numbers of 
Muslim MICE customers are growing and MICE staff have felt the lack of cultural understanding.  
 
As Thailand is a Buddhist-based country, and introducing halal certification would deter other non-
Muslim MICE customers, MICE policy makers need to ensure that all MICE customers from a variety 
of backgrounds are treated equally, in order to deliver Muslim-friendly amenities to Islamic customers 
smoothly. Although there is no specific halal standard for hospitality and customer services in the 
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MICE industry, Thailand has halal certification for food production. As such, support and assistance 
regarding a halal-related policy can be requested from local halal expert members of The Central 
Islamic Council of Thailand (CICOT), which is regarded as the official religious organisation of the 
country. 
 
7.3.2 Academics 
 
As this study indicates that MICE staff, both Buddhist and Muslim, and Muslim customers, both local 
and from abroad, are all essential in providing opinions and ideas, these two groups of participants 
should participate in a halal MICE standard initiation. In so doing, MICE amenities that comply with 
correct Islamic practices and standards of Muslim-friendly hospitality services are achieved. Although 
halal-based research is important for Muslim-friendly food and product development, there is a severe 
shortage of services and facilities for halal-conscious customers, particularly in the MICE industry. 
Therefore, academics should contribute to MICE hospitality operations, especially local Muslims in 
Southern Thailand. Since all the local Muslims complained about the lack of nationally-recognised 
halal service and facility standards and certification, and they felt their religious beliefs and practices 
were not significant when attending a meeting or an event, academics should conduct continued 
participatory action research projects for further development. 
 
7.3.3 MICE venues 
 
The study reflects that as Islam influences needs and expectations of Muslim customers in the MICE 
industry, Muslim customer participants in this study feel that an understanding of Islam should be 
imparted to MICE staff so as to ensure that the services and facilities provided meet halal 
requirements. This is significant because the current lack of such staff means that the venues which 
have begun to adopt halal cannot ensure that they meet the needs of their Muslim customers. Further, 
since the vast majority of Buddhist staff participants have a lack of formal opportunity in learning 
more about Islam when working alongside Muslim colleagues, the MICE industry needs to encourage 
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formal cross-cultural awareness training. On this basis, more training programs for MICE staff in 
halal-related areas is suggested, especially in relation to Shari’a-compliant service and facilities. 
 
7.3.4 Directions for future research 
 
Having covered the recommendations for MICE stakeholders, the purpose of this section is to outline 
directions for future studies. 
 
The scope of this study was limited to exploring the research topic from the views of only two 
religions (Islam and Buddhism), leaving other religious beliefs and practices out of this research 
context. Moreover, this study focused on examining Islamic hospitality and customer services in the 
MICE sector, which are based on Muslim and Buddhist participant perspectives, but excluded other 
religious followers’ views. It is possible that the findings between these two groups of participants 
differ from other religious followers’ interpretations. Therefore, future studies are encouraged to 
engage in more individual religious believers reflecting on various intersecting realms of inter-
religious interactions since this issue is still a crucial challenge in the MICE industry when delivering 
services and facilities which meet Muslim commitments. Further, a systematic inquiry into religious 
complexity and diversity is of high importance to the hospitality and customer service practice in the 
MICE industry, especially in Thailand, a Buddhist-majority nation, and should not be overlooked in 
future research. However, this study did not explicitly investigate Buddhist customers’ attitudes 
towards the provision of halal food and hospitality services in MICE venues. Hence, future research 
should focus on the cultural tensions that may arise from non-Muslim clientele who play a vital role in 
the identified sector.  
 
The role of religions as a factor facilitating host-guest interactions was also further explored in search 
of more nuanced understandings of their impact on staff recruitment in MICE venues. For further 
studies, and given the limitation of this research to Southern Thailand, it would be of interest to 
explore whether and where Muslim-friendly service practices differ across MICE destinations such as 
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Central and Northern Thailand. With respect to the wider context of providing Islamic hospitality 
services and facilities in a Buddhist nation, future research should focus on non-Muslim customer 
knowledge about halal and their perspectives on services in the MICE industry which are in accord 
which Islamic principles. This way, a greater understanding about resourcing MICE venues to meet 
the requirements of Muslim faith can be achieved. The study also signalled that future research should 
also explore the economics of providing for the requirements of Muslims attending MICE venues in 
Southern Thailand. This would require attention to the willingness of Muslims to pay for Shari’a and 
halal-compliant requirements, and the attitudes of either non-Muslim employees or their employers to 
delivering services and facilities which are in harmony with Islamic principles. 
 
	 209	
REFERENCES 
Abdullah, J, Azam, R & Bustami, R 2013, 'Socio-economic and cultural sustainability of Muslims in 
Georgetown World Heritage Site', Procedia - Social and Behavioral Sciences, vol. 85, pp. 217-26. 
 
Abuznaid, S 2006, 'Islam and management: what can be learned', Thunderbird International Business 
Review, vol. 48, no. 1, pp. 125-39. 
 
Adam, NL & Baker, NA 2014, 'Shariah screening process in Malaysia', Procedia - Social and 
Behavioral Sciences, vol. 121, pp. 113-23. 
 
Afifi, MF 2014, 'How do Egyptian hotel management students feel about studying alcohol service?', 
Journal of Hospitality, Leisure, Sport & Tourism Education, vol. 14, pp. 15-25. 
 
Ahmed, MI 2009, 'Human rights in Islam, reconciliation, tolerance, coexistence 'the Islamic  
perspective'', Charles University. 
 
Ahmat, NHC, Ridzuan, AHA & Zahari, MSM 2012a, 'Dry hotel and Syariah compliant practices:   
concepts, challenges and reality in Malaysia', 2012 International Conference on Innovation,  
Management and Technology Research (ICIMTR 2012), 21-22 May 2012, Malacca, Malaysia, pp. 
107-111. 
 
Ahmat, NHC, Ridzuan, AHA & Zahari, MSM 2012b, 'Customer awareness towards Syariah compliant 
hotel', 2012 International Conference on Innovation, Management and Technology Research (ICIMTR 
2012), 21-22 May 2012, Malacca, Malaysia, pp. 124-8. 
 
Akkhaphin, S 2016, 'An evaluation of the potential of Thailand as a MICE (meeting, incentives, 
conventions, and exhibitions) industry hub for the international convention industry in Asia', Doctor of 
Philosophy thesis, Liverpool, Liverpool John Moores University. 
 
Al-enezi, AK 2002, 'Kuwait's employment policy: its formulation, implications, and challenges', 
International Journal of Public Administration, vol. 25, no. 7, pp. 885-900. 
 
Al-Hamadi, AB, Budhwar, PS & Shipton, H 2007, 'Management of human resources in Oman', 
International Journal of Human Resource Management, vol. 18, no. 1, pp. 100-13. 
 
Al-Hamarneh 2012, Islamic tourism: a long term strategy of tourist industries in the Arab world after 
9/11?, Centre for Research on the Arab World, viewed 15 June 2017, <http://www.staff.uni-
mainz.de/alhamarn/Islamic%20Tourism%20-%20paper%20for%20BRISMES%202004.htm>. 
 
Al-Hamarneh, A & Steiner, C 2004, 'Islamic tourism: rethinking the strategies of tourism  development 
in the Arab world after September 11, 2001', Comparative Studies of South Asia,  Africa and the 
Middle East, vol. 24, no. 1, pp. 175-86. 
 
Al-Khasawneh, AL, Al-Zoubi, MR & Alnajjar, FJ 2013, 'Quality between the contemporary 
management &  Islamic thought perspectives: comparative study', Journal of Emerging Trends in 
Economics and Management Sciences, vol. 4, no. 2, pp. 281-90. 
 
Al-Omari, J 2008, Understanding the Arab culture, 2nd edn, Little Brown Book Group, London. 
 
Al-Swidi, A & Shahzad, A 2014, 'The business competitiveness of Thailand in the ASEAN region', 
Business and Economic Research, vol. 4, no. 1, pp. 48-70. 
 
 
	 210	
Albritton, RB 2010, 'The Muslim south in the context of the Thai nation', Journal of East Asian 
Studies, vol. 10, pp. 61-90. 
 
Ali, A 2005, Islamic perspectives on management and organization, Edward Elgar Pub., 
Northampton, MA. 
 
Ali, AJ 2010, 'Islamic challenges to HR in modern organizations', Personnel Review, vol. 39, no. 6, 
pp. 692-711. 
 
Allen, M 2017, The SAGE encyclopedia of communication research methods, SAGE, US. 
 
Alserhan, BA & Forstenlechner, I 2010, 'Employees' attitudes towards diversity in a non-western 
context', Journal of Employee Relations, vol. 32, no. 1, pp. 42-55. 
 
Altareri, K 2016, 'Development of multicultural MICE tourism in the Middle East: the case of Saudi 
Arabia', Doctor of Business Administration thesis, Victoria University. 
 
Ambali, AR & Bakar, AN 2014, 'People's awareness on halal foods and products: potential issues for 
policy-makers', Procedia - Social and Behavioral Sciences, vol. 121, pp. 3-25. 
 
Amornvivat, S, Pruedsaradch, P, Akaraphanth, L, Charoenphon, V & Bunsupaporn, K 2016, Insight 
Thai tourism: sustaining success, SCB Economic Intelligence Center, Thailand. 
 
Anderson, WW 2010, Mapping Thai Muslims community dynamics and change on the Andaman 
coast, Silkworm Books, Chiang Mai, Thailand. 
 
Andrews, TG & Siengthai, S 2009, The changing face of management in Thailand, Routledge, Oxon, 
United Kingdom. 
 
Annabi, CA & Ibidapo-Obe, OO 2017, 'Halal certification organizations in the United Kingdom: an 
exploration of halal cosmetic certification', Journal of Islamic Marketing, vol. 8, no. 1. 
 
Aphornsuvan, T 2008, Rebellion in Southern Thailand: contending histories, the East-West Center 
Washington, Seng Lee Press Pte Ltd, Washington. 
 
Areethamsirikul, S 2008, 'The impact of ASEAN enlargement on economic integration: successes and 
 impediments under ASEAN political institution', Doctor of Philosophy (Development Studies) 
 thesis, University of Wisconsin-Madison. 
 
Armanios, F & Ergene, B 2018, Halal food: a history, Oxford University Press, New York. 
 
Arphattananon, T 2011, 'Policies and practices of primary schools in the southernmost provinces of  
Thailand and multiculturalism: case study of schools in Pattani province', Songklanakarin: E-Journal 
of Social Sciences & Humanities [Online], vol. 17, no. 4. 
 
Askew, M 2009, 'Thai South and Malay North: ethnic interactions on a plural peninsula', 
Contemporary Southeast Asia, vol. 31, no. 1, pp. 178-80. 
 
Azam, A 2016, 'An empirical study on non-Muslim’s packaged halal food manufacturers Saudi 
Arabian consumers’ purchase intention', Journal of Islamic Marketing, vol. 7, no. 4, pp. 441-60. 
 
Aziz, YA, Rahman, AA, Hassan, H & Hamid, SH 2016, 'Exploring the Islamic and halal tourism 
definition', Innovation and Best Practices in Hospitality and Tourism Research, pp. 139-44. 
 
 
	 211	
Banu, A 2016, 'MICE - "Future for business tourism"', International Journal of Advanced 
Multidisciplinary Research (IJAMR), vol. 3, no. 2, pp. 63-6. 
 
Bajunid, OF 1999, 'The Muslims in Thailand: a review', Southeast Asian Studies, vol. 37, no. 2, pp. 
210-34. 
 
Baker, CJ 2014, A history of Thailand, Cambridge University Press, Port Melbourne, Australia. 
 
Batra, A 2016, 'Bridging the gap between tourism education, tourism industry and graduate 
employability: intricacies and emerging issues in Thailand', ABAC Journal, vol. 36, no. 2, pp. 78-89. 
 
Battour, M, Battor, M & Bhatti, MA 2013, 'Islamic attributes of destination: construct development 
and measurement validation, and their impact on tourist satisfaction', International Journal of Tourism 
Research, Wiley Online Library (wileyonlinelibrary.com). 
 
Battour, MM, Ismail, MN & Battor, M 2010, 'Toward a halal tourism market', Tourism Analysis, vol. 
15, pp. 1-10. 
 
Battour, MM, Ismail, MN & Battor, M 2011, 'The impact of destination attributes on Muslim tourist's 
choice', International Journal of Tourism Research, vol. 13, no. 6, pp. 527-40. 
 
Bazeley, P 2009, 'Analysing qualitative data: more than ‘identifying themes’', The Malaysian Journal 
of Qualitative Research, vol. 2, no. 2, pp. 6-22. 
 
Bazeley, P 2013, Qualitative data analysis with NVivo, SAGE, London. 
 
Bergen, CWV 2005, 'Workforce diversity and organisational performance', Journal of Workforce 
Diversity and Organizational Performance, vol. 24, no. 3/4, pp. 1-16. 
 
Berger, AA 2013, Thailand tourism, Routledge, New York, USA. 
 
Bernard, RH & Gravlee, CC 2015, Handbook of methods in cultural anthropology, Rowman & 
Littlefield Publishers, London, England. 
 
Bhuiyan, AH, Siwar, C, Ismail, SM & Islam, R 2011, 'Potentials of Islamic tourism', A Case Study of 
Malaysia on East Coast Economic Region, vol. 5, no. 6, pp. 1333-40. 
 
Blaikie, N 2010, Designing social research. The logic of anticipation, 2nd edn, Polity Press, Britain. 
 
Boonchom, O 2016, 'Muslim businesses in Bangkok, Thailand', Doctor of Philosophy thesis, 
Universiti Utara Malaysia. 
 
Boonyauva, K 2014, 'Corporate social responsibility and Southern Thai culture: a study of  
multinational corporations in Southern Thailand', Doctor of Philosophy thesis, RMIT University. 
 
Borzooei, M & Asgari, M 2013, 'Establishing a global halal hub: in-depth interviews', International 
Journal of Academic Research in Business and Social Sciences, vol. 3, no. 10, pp. 169-81. 
 
Branine, M & Pollard, D 2010, 'Human resource management with Islamic management principles: a 
dialectic for a reverse diffusion in management', Personnel Review, vol. 39, no. 6, pp. 712-27. 
 
Brown, RA 2014, Islam in modern Thailand: faith, philanthropy and politics, Routledge, United 
Kingdom. 
 
 
	 212	
Buchanan, DA & Bryman, A 2009, The Sage handbook of organizational research methods, SAGE 
Publications Ltd, London, UK. 
 
Bryman, A & Bell, E 2011, Business research methods, 3rd edn, Oxford University Press, Oxford, 
UK. 
 
Bryman, A 2012, Social research methods, 4th edn, Oxford University Press, United States. 
 
Budhwar, PS, Al-yamadi, S & Debrah, Y 2002, 'Human resource development in the Sultanate of 
Oman',  International Journal of Training and Development, vol. 6, no. 3, pp. 198-215. 
 
Camilleri, J & Schottmann, S 2013, Culture, religion and conflict in Muslim Southeast Asia: 
negotiating tense pluralisms, Routledge, United Kingdom. 
 
Campiranon, K 2006, Understanding crisis vulnerability of the MICE sector: a case study of Thailand, 
Global Events Congress, University of Queensland Press, Brisbane. 
 
Campiranon, K 2012, 'Critical success factors of economic crisis management: a case study of Phuket 
hotels', CAUTHE 2012: the new golden age of tourism and hospitality; Book 1; Proceedings of the 
22nd Annual Conference, pp. 104-17. 
 
Camroux, D & Pathan, D 2008, 'Borders of/on the mind, borders in the jungle: Islamic insurgency and 
ethno-religious irredentism in Southern Thailand', in Promoting Conflict or Peace Through Identity, 
pp. 82-102. 
 
Carboni, M, Perelli, C & Sistu, G 2014, 'Is Islamic tourism a viable option for Tunisian tourism? 
Insights from Djerba', Tourism Management Perspectives, vol. 11, pp. 1-9. 
 
Cecil, A, Fenich, GG, Krugman, C & Hashimoto, K 2013, 'Review and analysis of the new 
international meeting and business events competency standards', Journal of Convention & Event 
Tourism, vol. 14, no. 1, pp. 65-74. 
 
Chandra, GR 2014, 'Halal tourism: a new goldmine for tourism', International Journal of Business 
Management & Research (IJBMR), vol. 4, no. 6, pp. 45-61. 
 
Chapakia, AO 1997, 'Politik Thai Dan Reaksi Masyarakat Islam Di Selatan Thai, 1932-1994 [Thai 
Politics  and the Reaction of the Muslim Community in South Thailand, 1932-1994]', Ph. D. Thesis, 
Universiti Malaya. 
 
Cheer, JM, Belhassen, Y & Kujawa, J 2017, 'The search for spirituality in tourism: toward a 
conceptual framework for spiritual tourism', Tourism Management Perspectives, vol. 24, pp. 252-256. 
 
Chemsripong, S & Mahmood, A 2008, 'Services exports: an evolution and evaluation of Thailand's 
services exports in the context of ASEAN-5', International Business & Economic Research Journal, 
vol. 7, no. 9, pp. 27-34. 
 
Chen, KC & Lalopa, JM 2000, 'Conventions and exhibitions development in Thailand', Journal of 
Convention & Exhibition Management, vol. 2, no. 1, pp. 1-13. 
 
Chiang, CC, King, B & Nguyen, TH 2012a, 'Taiwan's MICE visitors: business, leisure and education 
dimensions', International Journal of Culture, Tourism and Hospitality Research, vol. 6, no. 1, pp. 21-
33. 
 
 
 
	 213	
Chiang, C-C, King, BE & Nguyen, TH 2012b, 'Information searching and the travel behaviours of 
MICE travellers: a cross-cultural study', International Journal of Tourism Research, vol. 14, no. 2, pp. 
103-15. 
 
Chinnawong, T 2007, 'The influences of Thai Buddhist culture on cultivating compassionate 
relationships with equanimity between nurses, patients and relatives: a grounded theory approach', 
Doctor of Philosophy thesis, Southern Cross University. 
 
Chongruksa, D & Prinyapol, P 2011, 'Efficacy of group counselling on multicultural awareness and 
respect  among Thai Buddhist and Thai Muslim students', Counselling Psychology Quarterly, vol. 24, 
no. 3, pp. 181-93. 
 
Chongruksa, D, Prinyapol, P, Wadeng, Y & Padungpong, C 2010, 'Storytelling: program for 
multicultural understanding and respect among Thai-Buddhist and Thai-Muslim students', Procedia 
Social and Behavioral Sciences, vol. 5, pp. 282-8. 
 
Chookaew, S, Chanin, O, Charatarawat, J, Sriprasert, P & Nimpaya, S 2015, 'Increasing halal tourism 
potential at Andaman Gulf in Thailand for Muslim country', Journal of Economics, Business and 
Management, vol. 3, no. 7, pp. 739-41. 
 
Creswell, JW & Clark, VLP 2011, Designing and conducting mixed methods research, 2nd edn, 
SAGE Publications, California, USA. 
 
Creswell, JW 2014, Research design: qualitative, quantitative, and mixed methods approaches, SAGE 
Publications, Inc., United States of America. 
 
Dalrymple, G 2011, 'Islam in Thailand: Thailand's diverse Muslim community', Academia, viewed 21 
June 2017, <	http://www.academia.edu/9331185/Islam_in_Thailand_Thailands_diverse_Muslim 
_community> 
 
Davidson, R 2015, IBTM world trends watch report, Reed Travel Exhibitions, Barcelona, Spain. 
 
Demirel, Y & Yasarsoy, E 2017, 'Exploring consumer attitudes towards halal products', Journal of 
Tourismology, vol. 3, no. 1, pp. 34-43. 
 
Devine, F, Baum, T, Hearns, N & Devine, A 2007, 'Cultural diversity in hospitality work: the 
Northern Ireland experience', The International Journal of Human Resource Management, vol. 18, no. 
2, pp. 333-49. 
 
Diller, JV 2014, Cultural diversity: a primer for the human services, Cengage Learning Inc, 
Farmington Hills, MI. 
 
Duman, T 2011, 'Value of Islamic tourism offering: perspectives from the Turkish experience', World 
Islamic Tourism Forum (WITF 2011), Kuala Lumpur, Malaysia. 
 
Dwyer, L, Mistilis, N, Forsyth, P & Rao, P 2001, 'International price competitiveness of Australia' s 
MICE industry', The International Journal of Tourism Research, vol. 3, pp. 123-39. 
 
El-Aswad, E-S 2015, Encyclopedia of Islam and the Muslim world, Cengage Learning Inc, 
Farmington Hills, MI. 
 
El-Gohary, H 2016, 'Halal tourism, is it really halal?', Tourism Management Perspectives, vol. 19, pp. 
124-30. 
 
 
	 214	
El-Gohary, H & Eid, R 2015, Emerging research on Islamic marketing and tourism in the global 
economy, Business Science Reference (an imprint of IGI Global), USA. 
 
Elasrag, H 2016, Halal industry: key challenges and opportunities, Munich Personal RePEc Archive 
(MPRA). 
 
Erans, D, Gruba, P & Zobel, J 2011, How to write a better thesis, 3rd edn, Melbourne University 
Publishing Ltd, Melbourne, Australia. 
 
Esposito, JL 2002, What everyone needs to know about Islam, Oxford University Press, New York. 
 
Essoo, N & Dibb, S 2004, 'Religious influences on shopping behaviour: an exploratory study', Journal 
of Marketing Management, vol. 20, pp. 683-712. 
 
Evans, A 2011, 'Towards a halal economy: the power of values in global markets', The Halal Journal, 
pp. 26-8. 
 
Fam, KS, Waller, DS & Erdogan, BZ 2004, 'The influence of religion on attitudes towards the 
advertising of controversial products', European Journal Marketing, vol. 38, no. 5/6, pp. 537-55. 
 
Feigenblatt, OV 2010, 'The Muslim Malay community in Southern Thailand: a small people facing 
existential uncertainty'. 
 
Fenich, GG 2012, Meetings, expositions, events, and conventions: an introduction to the industry, 3rd 
edn, Prentice Hall Publishers, Upper Saddle River, NJ. 
 
Fenich, GG, Hermann, UP & Hashimoto, K 2012, 'Toward a framework for development of 
qualifications in meetings, expositions, events, and conventions in South Africa', Journal of 
Convention & Event Tourism, vol. 13, no. 1, pp. 39-47. 
 
Fleming, K 2014, Buddhist-Christian encounter in contemporary Thailand, Peter Lang GmbH, 
Frankfurt, Germany. 
 
Forma, W 2009, ‘Religion, spirituality, and the family: multifaith perspectives’ in Spiritual Resources 
in Family Therapy, 2nd edn, Walsh, F, Guildford Press, New York. 
 
Gayatri, G & Chew, J 2013, 'How do Muslim consumers perceive service quality?', Asia Pacific 
Journal of Marketing and Logistics, vol. 25, no. 3, pp. 472-90. 
 
Gee, JP 2014, An introduction to discourse analysis: theory and practice, 4th edition, Routledge, New 
York. 
 
George, KM 2010, Picturing Islam: art and ethics in a Muslim lifeworld, Wiley-Blackwell, United 
Kingdom. 
 
Ghumman, S & Ryan, AM 2013, 'Not welcome here: discrimination towards women who wear the 
Muslim headscarf', Human Relations, vol. 66, no. 5, pp. 671-98. 
 
Gilquin, M 2005, The Muslims of Thailand, Silkworm Books: Chiang Mai, Bangkok, Thailand. 
 
Girish, P & Sameer, H 2014, 'When Middle East meets West: understanding the motives and 
perceptions of young tourists from United Arab Emirates', Tourism Management, vol. 40, pp. 35-45. 
 
Gursoy, D, Saayman, M & Sotiriadis, M 2015, Collaboration in tourism businesses and destinations: 
 a handbook, Emerald Group Publishing Limited, United Kingdom. 
	 215	
Halal Institute, Prince of Songkla University 2012, Sources of academic information about halal 
foods, products, and services, Krasae Dhurakij Publisher, Nonthaburi, Thailand. 
 
Halal Institute, Prince of Songkla University 2013, Halal products and services industry in Thailand 
towards ASEAN, Journal Research Publisher, Pratumthani, Thailand. 
 
Halim, MAbA, Mohd, KWb, Salleh, MMM, Yalawae, DA, Omar, TSMNS, Ahmad, A, Ahmad, AAb 
& Kashim, MIAb 2014, 'Consumer protection of halal products in Malaysia: a literature  highlight', 
Procedia - Social and Behavioral Sciences, vol. 121, pp. 68-78. 
 
Hall, RE 2011, 'Islamic spirituality vis-a-vis Asia Pacific Muslim populations: a resource for Western 
social work practice', International Social Work, vol. 55, no. 1, pp. 109-24. 
 
Hamilton, A 2008, 'Performing identities: two Chinese rites in Southern Thailand', International 
 =Journal of Asian Studies, vol. 5, no. 2, pp. 161-85. 
 
Hamza, IM, Chouhoud, R & Tantawi, P 2012, 'Islamic tourism exploring perceptions & possibilities in 
Egypt', African Journal of Business and Economic Research, vol. 7, no. 1, pp. 85-98. 
 
Han, H, Al-ansi, A, Olya, HGT & Kim, W 2019, 'Exploring halal-friendly destination attributes in 
South Korea: perceptions and behaviors of Muslim travelers toward a non-Muslim destination', 
Tourism Management, vol. 71, pp. 151-64. 
 
Haque, A, Sarwar, A, Yasmin, F, Tarofder, AK & Hossain, MA 2015, 'Non-Muslim consumers' 
perception toward purchasing halal food products in Malaysia', Journal of Islamic Marketing, vol. 6, 
no. 1, pp. 133-47. 
 
Harish, SP 2006, Changing conflict identities: the case of the Southern Thailand discord, Institute of 
Defense and Strategic Studies (IDSS), Nanyang Technological University, Singapore. 
 
Harkness, JA 2010, Survey methods in multinational, multiregional, and multicultural contexts, Wiley, 
Hoboken, N.J. 
 
Hashim, DD 2011, 'Common halal standard and regulation for global halal industry benefit', paper 
presented to International Halal Integrity Alliance, ICC Hat Yai, Thailand, 27 July 2011, WHASIB 
2011. 
 
Hassi, A 2012, 'Islamic perspectives on training and professional development', Journal of 
Management Development, vol. 31, no. 10, pp. 1035-45. 
 
Hearns, N, Devine, F & Baum, T 2007, 'The implications of contemporary cultural diversity for the 
hospitality curriculum', Education + Training, vol. 49, no. 5, pp. 350-63. 
 
Hazleton, L 2013, The first Muslim: the story of Muhammad, Atlantic Books, London, United 
Kingdom. 
 
Hayes, D 2016, 'The value of learning English in Thailand and its impact on Thai: perspectives from 
university students', Asia Pacific Journal of Education, vol. 36, no. 1, pp. 73-91. 
 
Henderson, JC 2003a, 'Managing tourism and Islam in Peninsular Malaysia', Tourism Management, 
vol. 24, no. 4, pp. 447-56. 
 
Henderson, JC 2003b, 'Tourism promotion and identity in Malaysia', Tourism Culture & 
Communication, vol. 4, no. 2, pp. 71-81. 
 
	 216	
Henderson, JC 2009, 'Islamic tourism reviewed', Tourism Recreation Research, vol. 32, no. 2, pp. 207-
12. 
 
Henderson, JC 2010, 'Sharia-compliant hotels', Tourism and Hospitality Research, vol. 10, no. 3, pp. 
246-54. 
 
Hsieh, PF 2013, 'Curriculum planning of MICE course in continuing education', Journal of 
Hospitality, Leisure, Sport & Tourism Education, vol. 13, pp. 107-22. 
 
Houben, VJH 2003, 'Southeast Asia and Islam', Annals of the American Academy of Political and 
Social Science, vol. 588, pp. 149-70. 
 
Horstmann, A 2004, 'Ethnohistorical perspectives on Buddhist-Muslim relations and coexistence in 
Southern Thailand: from shared cosmos to the emergence of hatred?', Journal of Social Issues in 
Southeast Asia, vol. 19, no. 1, pp. 76-99. 
 
Horstmann, A 2011, 'Living together: the transformation of multi-religious coexistence in Southern 
Thailand', Journal of Southeast Asian Studies, vol. 42, no. 3, pp. 487-510. 
 
Hoftede, GH 2001, Culture's consequences: comparing values, behaviors, institutions and 
organizations across nations, 2nd edn, Sage, Thousand Oaks, CA.  
 
Hoffstaedter, G 2011, Modern Muslim identities negotiating religion and ethnicity in Malaysia, NIAS 
Press, Denmark. 
 
Hua, N & Batra, A 2015, 'Embracing AEC: a brief assessment of MICE sector in Thailand', vol. 17, 
pp. 44-55. 
 
International Congress and Convention Association (ICCA) 2017, ICCA statistics: the international 
association meetings market, viewed 16 March 2018, <https://www.iccaworld.org/knowledge 
/benefit.cfm?benefitid=4036>. 
 
Ismail, MY 2010, 'Buddhism in a Muslim state: Theravada practices and religious life in Kelantan', 
The Muslim World, vol. 100, no. 2-3, pp. 321-36. 
 
Jafari, A 2012, 'Islamic marketing: insights from a critical perspective', Journal of Islamic Marketing, 
vol. 3, no. 1, pp. 22-34. 
 
Jafari, J 2010, Tourism in the Muslim world: bridging tourism theory and practice, Volume 2, 
Emerald Group Publishing Limited, United Kingdom. 
 
Jafari, J & Scott, N 2014, 'Muslim world and its tourisms', Annals of Tourism Research, vol. 44, pp. 1 
19. 
 
Jennings, G 2010, Tourism research, John Wiley & Sons, Milton, Qld. 
 
Jerryson, M 2009, 'Appropriating a space for violence: state Buddhism in Southern Thailand', Journal 
of Southeast Asian Studies, vol. 40, no. 1, pp. 33-57. 
 
Jerryson, MK 2011, Buddhist fury: religion and violence in southern Thailand, Oxford University 
Press, Inc., New York, USA. 
 
Jin, X, Weber, K & Bauer, T 2013, 'Dimensions and perceptional differences of exhibition destination 
attractiveness: the case of China', Journal of Hospitality & Tourism Research, vol. 37, no. 4, pp. 447-
69. 
	 217	
Jitpiromsri, S & Sobhonvasu, P 2007, 'Unpacking Thailand's southern conflict: the poverty of  
structural explanations', Critical Asian Studies, vol. 38, no. 1. 
 
Jory, P 2013, Ghosts of the past in Southern Thailand: essay on the history and historiography of 
Pattani, NUS Press, Singapore. 
 
Jotikasthira, N, Wangpaichitr, S, Ourairat, A, Chuaychoo, I, Shoowong, D, Wetsanarat, N, 
Bhutiphunthu, S & Choolkongka, N 2014, MICE working standard manual for MICE coordinator and 
MICE operation planner (Thailand), Thailand Incentive and Convention Association (TICA), 
Thailand. 
 
Sridhar, KV & Sandeep, V 2014, 'Impact of diversity at work place', Asia Pacific Journal of Research, 
vol. 1, no. 12, pp. 7-19. 
 
Karkkainen, MAIaL 2013, 'Islamic tourism as a prosperous phenomenon in Lapland', Master degree 
thesis, University of Applied Sciences. 
 
Kaminski, P 2013, 'Chinese business travellers in the minds of foreign business travel organisers', 
Master degree thesis, Centria University of Applied Sciences. 
 
Kautish, P 2012, 'Paradigm of workforce cultural diversity and human resource management', The 
Indian Journal of Management, vol. 5, no. 1, pp. 37-41. 
 
Kersten, C 2014, 'Culture, religion and conflict in Muslim Southeast Asia: negotiating tense 
pluralisms', Global Change, Peace & Security: Formerly Pacifica Review: Peace, Security & Global 
Change. 
 
Keyes, CF 1993, 'Why the Thai are not Christians: Buddhist and Christian conversion in Thailand', 
Christian Conversion in Cultural Context, vol. Robert Hefner, ed., Berkeley and Los Angeles: 
University of California Press, pp. 259-84. 
 
Khalek, AA 2014, 'Young consumers' attitude towards halal food outlets and JAKIM's halal 
certification in Malaysia', Procedia - Social and Behavioral Sciences, vol. 121, pp. 26-34. 
 
Khan, MB & Sheikh, NN 2012, 'Human resource development, motivation and Islam', Journal of 
Management Development, vol. 31, no. 10, pp. 1021-34. 
 
Khareng, M, Awang, J & Machae, R 2015, 'Freedom of religion: a study on the level of understanding 
among the religious believers in the Southern of Thailand', Mediterranean Journal of Social Sciences, 
vol. 6, no. 4, pp. 426-35. 
 
Khareng, M, Awang, J, Machae, R, Rahman, ZA & Ismail, K 2016, 'Issues in freedom of religion and 
the relationship with Thailand's constitution', Mediterranean Journal of Social Sciences, vol. 7, no. 4, 
pp. 287-94. 
 
Kim, SS, Im, HH & King, BE 2014, 'Muslim travelers in Asia: The destination preferences and brand 
perceptions of Malaysian tourists', Journal of Vacation Marketing, vol. Sep, pp. 1-19. 
 
Kim, SS, Yoon, S & Kim, Y 2011, 'Competitive positioning among international convention cities in 
the East Asian region', Journal of Convention & Event Tourism, vol. 12, pp. 86-105. 
 
King, JE & Williamson, IO 2005, 'Workplace religious expression, religiosity and job satisfaction: 
clarifying a relationship', Journal of Management, Spirituality & Religion, vol. 2, no. 2, pp. 173-98. 
 
 
	 218	
Knodel, J, Gray, RS, Sriwatcharin, P & Peracca, S 1999, 'Religion and reproduction: Muslims in 
Buddhist Thailand', Population Studies, vol. 53, no. 2, pp. 149-64. 
 
Koys, DJ 2001, 'Integrating religious principles and human resource management activities', Journal 
of Teaching Business Ethics, vol. 5, no. 2, pp. 121-39. 
 
Kupeli, TS, Koc, B & Hassan, A 2018, 'Understanding religion-based tourism terminology in the  
context of the hotel industry', ANATOLIA, vol. 29, no. 2, pp. 252-66. 
 
Larsen, S & Jorgensen, H 2003, 'Better than their reputation? Do hotel and restaurant students drink 
more?',  Food Service Technology, vol. 3, no. 3-4, pp. 151-5. 
 
Laumakis, SJ 2008, An introduction to Buddhist philosophy, Cambridge University Press, United 
States of America. 
 
Lawrence, M & McCabe, V 2001, 'Managing conferences in regional areas: a practical evaluation in 
conference management', International Journal of Contemporary Hospitality Management, vol. 13, 
no. 4, pp. 204-7. 
 
Lee, JS & Min, CK 2013, 'Examining the role of multidimensional value in convention attendee 
behavior', Journal of Hospitality & Tourism Research, vol. 37, no. 3, pp. 402-25. 
 
Legaspi, EP 2009, 'Case studies of ethnic minority conflicts in Southern Philippines and Southern 
Thailand', paper presented to 6th Asia-Europe roundtable Minority conflicts - towards an  ASEM 
framework for conflict management, 10-12 June 2009, Derry & Letterkenny, Ireland. 
 
Liamputtong, P 2014, Contemporary socio-cultural and political perspectives in Thailand, Springer, 
Netherlands. 
 
Lim, C & Zhu, L 2018, 'Examining the link between meetings, incentive, exhibitions, and conventions 
(MICE) and tourism demand using generalized methods of moments (GMM): the case of  Singapore', 
Journal of Travel & Tourism Marketing. 
 
Lindley, J 2002, 'Race or religion? The impact of religion on the employment and earning of Britain's 
ethnic communities', Journal of Ethnic and Migration Studies, vol. 28, no. 3, pp. 427-42. 
 
Liow, JC 2006, Muslim resistance in Southern Thailand and Southern Philippines: religion, ideology, 
and politics, East-West Center, Washington, D.C. 
 
Liow, JC & Hosen, N 2010, Islam in Southeast Asia: critical concept in Islamic studies, Routledge, 
United Kingdom. 
 
Mahamud, T 2014, 'The potentials of Islamic economic of Muslim minority in Thailand', 4th 
International conference on management, 4th ICM 2014 proceeding, 16-17 June 2014, Kuta Beach 
Heritage Hotel, Bali, Indonesia, pp. 372-80. 
 
Mair, JF 2014, Conferences and conventions: a research perspective, Routledge, Oxon, United 
Kingdom. 
 
Mansouri, S 2014, 'Role of halal tourism ideology in destination competitiveness: a study on selected 
hotels in Bangkok, Thailand', International Conference on Law, Education and  Humanities 
(ICLEH'14), 30-31 January 2014, Pattaya, Thailand. 
 
 
 
	 219	
Marzuki, SZS, Hall, CM & Ballantine, PW 2014, 'Measurement of restaurant manager expectations 
toward Halal certification using factor and cluster analysis', Procedia - Social and Behavioral 
Sciences, vol. 121, pp. 291-303. 
 
Mastercard & CrescentRating 2016, Global Muslim travel index, CrescentRating Pte. Ltd. and 
Mastercard Asia Pacific Pte. Ltd., Singapore. 
 
Mastercard & CrescentRating 2016, Muslim business traveler insights, CrescentRating Pte. Ltd., 
Singapore. 
 
Mathew, VN, Abdullah, AMRbA & Ismail, SNbM 2014, 'Acceptance on halal food among non-
Muslim consumers', Procedia - Social and Behavioral Sciences, vol. 121, pp. 262-71. 
 
Mattson, I 2013, The story of the Qur'an: its history and place in Muslim life, 2nd edn, Wiley-
Blackwell: John Wiley & Sons Ltd., Malaysia. 
 
Maud, J 2011, Sacred tourism and the state: paradoxes of cross-border religious patronage in 
Southern Thailand, MMG Working Paper 11-04: ISSN 2192-2357. 
 
Mazur, B & Bialostocka, P 2010, 'Cultural diversity in organisational theory and practice', Journal of 
Intercultural Management, vol. 2, no. 2, pp. 5-15. 
 
McCargo, D 2009a, Tearing apart the land: Islam and legitimacy in Southern Thailand, Cornell 
University Press, New York, Ithaca. 
 
McCargo, D 2009b, 'The politics of Buddhist identity in Thailand's deep south: the demise of civil 
religion?', Journal of Southeast Asian Studies, vol. 40, no. 1, pp. 11-32. 
 
McCargo, D 2009c, 'Thai Buddhism, Thai Buddhists and the southern conflict', Journal of Southeast 
Asian Studies, vol. 40, no. 1, pp. 1-10. 
 
McCargo, D 2010, 'Autonomy for Southern Thailand: thinking the unthinkable?', Pacific Affairs, vol. 
83, no. 2, pp. 261-81. 
 
McCargo, D 2012, Mapping national anxieties: Thailand's southern conflict, NIAS Press, Denmark. 
 
McDowall, S & Ma, E 2010, 'An analysis of tourists' evaluation of Bangkok's performance, their 
satisfaction, and destination loyalty: comparing international versus domestic Thai tourists', Journal of 
Quality Assurance in Hospitality & Tourism, vol. 11, no. 4, pp. 260-82. 
 
McDowall, S & Wang, Y 2009, 'An analysis of international tourism development in Thailand: 1994–
2007', Asia Pacific Journal of Tourism Research, vol. 14, no. 4, pp. 351-70. 
 
McMurray, A, Pace, R & Scott, D 2004, Research: a commonsense approach, Thomson Learning, 
Southbank, Vic. 
 
Mellahi, K & Budhwar, PS 2010, 'Introduction: Islam and human resource management', Personnel 
Review, vol. 39, no. 6, pp. 685-91. 
 
Merli, C 2010, 'Male and female genital cutting among Southern Thailand's Muslims: rituals, 
biomedical practice and local discourses', Culture, Health & Sexuality, vol. 12, no. 7. 
 
Mohamed, HMBH 2013, 'Promoting Islamic tourism in Brunei: through customers understanding 
towards the Syariah compliant hotel concepts'. 
 
	 220	
Mohsin, A, Ramli, N & Alkhulayfi, BA 2016, 'Halal tourism: emerging opportunities', Tourism 
Management Perspectives, vol. 19, pp. 137-43. 
 
Moss, G 2010, Profiting from diversity: the business advantages and the obstacles to achieving 
diversity, Palgrave Macmillan, UK. 
 
Muhamad, N & Mizerski, D 2013, 'The effects of following Islam in decisions about taboo products', 
Psychology & Marketing, vol. 30, no. 4, pp. 357-71. 
 
Nelson, RR 2013, Current issues in convention and exhibition facility development, Routledge. 
 
Neveu, N 2010, 'Islamic tourism as an ideological construction: a Jordan study case', Journal of 
Tourism and Cultural Change, vol. 8, no. 4, pp. 327-37. 
 
Ngah, AG, Zainuddin, Y & T, R 2015, 'Barriers and enablers in adopting of halal warehousing', 
Journal of Islamic Marketing, vol. 6, no. 3. 
 
Nilsen, M 2012, Negotiating Thainess: religious and national identites in Thailand's Southern 
conflict, Lund University, Sweden. 
 
Noordin, N, Noor, NLM & Samicho, Z 2014, 'Strategic approach to halal certification system: an 
ecosystem perspective', Procedia - Social and Behavioral Sciences, vol. 121, pp. 79-95. 
 
Nor, NSNBM & Daud, N 2012, 'Destination branding strategies on halal, hospitality and its effect on 
tourists' intention towards Malaysia', in 3rd International Conference on Business and Economic 
Research (3rd ICBER 2012), Golden Flower Hotel, Bandung, Indonesia, pp. 1678-85. 
 
O'Leary, Z 2010, The essential guide to doing your research project, Sage Publications, Thousand 
Oaks, London. 
 
Oda 2012, 'Creative economy through MICE to develop tourism', Hospitality Department, Tourism 
Academy - Bina Sarana Informatika. 
 
Oktadiana, H, Pearce, PL & Chon, K 2016, 'Muslim travellers' needs: What don't we know?', Tourism 
Management Perspectives, vol. 20, pp. 124-30. 
 
Oliver, P 2014, Writing your thesis, SAGE Publications Ltd., London. 
 
Othman, M 2008, 'Thailand made rich by the goodness of its people and the beauty of its nature', 
www.islamictourism.com, no. 35, p. 30. 
 
Othman, N 2006, 'Muslim women and the challenge of Islamic fundamentalism/extremism: an 
overview of Southeast Asian Muslim women's struggle for human rights and gender equality', 
Women's Studies International Forum, vol. 29, pp. 339-53. 
 
COMCEC Coordination Office 2017, Muslim friendly tourism: regulating accommodation 
establishments in the OIC member countries, Turkey. 
 
Pawakapan, N 2015, 'Emotions and awareness of rights among the Thais', Suvannabhumi, vol. 7, no. 
2, pp. 105-31. 
 
Peleggi, M 2015, A sarong for Clio: essays on the intellectual and cultural history of Thailand: 
inspired by Craig J. Reynolds, Southeast Asia Program Publications, Southeast Asia Program, Cornell 
University, Ithaca, New York. 
 
	 221	
Petchsawang, P 2008, 'Workplace spirituality and Buddhist meditation', PhD. thesis, University of  
Tennessee. 
 
Petchsawang, P & Duchon, D 2009, 'Measuring workplace spirituality in an Asian context', Journal of 
Human Resource Development International, vol. 12, no. 4, pp. 459-68. 
 
Pew Research Center 2011, The future of the global Muslim population projections for 2010-2030, 
Pew Research Center, Washington, D.C., US. 
 
Pew Research Center 2012, The global religious landscape: a report on the size and distribution of the 
world's major religious groups as of 2010, Pew Forum on Religion & Public life, Washington, D.C, 
US. 
 
Phaithayawat, S 2015, 'Co-existence of Thai Muslim people and other in an ancient community 
located in the heart of Bangkok: the case study of Petchaburi 7 community', International Journal of 
Social, Behavioral, Educational, Economic, Business and Industrial Engineering, vol. 9, no. 3, pp. 
827-30. 
 
Premsrirat, S 2014, ‘Redefining “Thainess”: embracing diversity, preserving unity’, Contemporary 
socio-cultural and political perspectives in Thailand, Springer, Netherlands. 
 
Puangniyom, P, Swangcheng, N & Mahamud, T 2017, 'Halal tourism strategy to promote sustainable 
cultural tourism in Thailand', paper presented to CEBU International Conference on Studies in Arts, 
Social Sciences and Humanities, Cebu (Philippines). 
 
Punch, KF 2006, Developing effective research proposals, SAGE Publications Ltd, Great Britain. 
 
Putthongchai, S 2013, 'What is it like to be Muslim in Thailand? A case study of Thailand through 
Muslim professionals’ perspectives', Doctor of Philosophy in Arab and Islamic Studies thesis, 
University of Exeter. 
 
Quantaniah, NA, Noreina & Syakinah, N 2013, 'Selecting halal food: a comparative study of the 
Muslim and non-Muslim Malaysian student consumer', paper presented at 2nd International 
Conference on Technology Management, Business and Entrepreneurship (ICTMBE 2013), 5 
December 2013, Mahkota Hotel Melaka, Malaysia. 
  
Razalli, MR, Abdullah, S & Hassan, MG 2012, 'Developing a model for Islamic hotels: evaluating 
opportunities and challenges', paper presented at Evaluating Opportunities and Challenges 
International Conference on Knowledge Culture and Society. 
 
Rejwan, N 2000, The many faces of Islam: perspectives on a resurgent civilization, University Press of 
Florida, Gainesville, Florida. 
 
Rezai, G, Mohamed, Z & Shamsudin, MN 2012, 'Non-Muslim consumers' understanding of halal 
principles in Malaysia', Journal of Islamic Marketing, vol. 3, no. 1, pp. 35-46. 
 
Rezai, G, Mohamed, Z, Shamsudin, MN & Chiew, E 2010, 'Non-Muslims' awareness of halal 
principles and related food products in Malaysia', International Food Research Journal, vol. 17, no. 3, 
pp. 667-74. 
 
Riffe, D, Lacy, S & Fico, F 2014, Analyzing media messages: using quantitative content analysis in 
research, Routledge, New York. 
 
Rittichainuwat, B & Mair, J 2012, 'Visitor attendance motivations at consumer travel exhibitions', 
Tourism Management, vol. 33, no. 5, pp. 1236-44. 
	 222	
Rittichainuwat, B & Mair, J 2012, 'An exploratory study of attendee perceptions of green meetings', 
Journal of Convention & Event Tourism, vol. 13, no. 3, pp. 147-58. 
 
Rivera Jr, D. & Lonis-Shumate, SR 2014, 'A preliminary examination of African American and 
Caucasian hospitality management student perceptions and attitudes toward diversity issues', Journal 
of Black Studies, pp. 1-17. 
 
Robbins, SP & Judge, TA 2009, Organizational behavior, Pearson Education, Inc., New Jersey. 
 
Rogers, T 2008, Conferences and convention: a global industry, Elsevier Ltd., UK. 
 
Rosenberg, P & Choufany, HM 2009, ‘Spiritual lodging - the Sharia-compliant hotel concept’, HVS 
Global Hospitality Services - Dubai. 
 
Ryu, K & Lee, JS 2013, 'Understanding convention attendee behavior from the perspective of self-
congruity: the case of academic association convention', International Journal of Hospitality 
Management, vol. 33, pp. 29-40.  
 
Saeed, M & Azmi, IBAG 2014, 'Religion and brand switching behavior of Muslim consumers', 
Middle- East Journal of Scientific Research, vol. 21, no. 9, pp. 1611-7. 
 
Sahida, W, Rahman, SA, Awang, K & Man, YC 2011, 'The implementation of Shariah compliance 
concept hotel: De Palma Hotel Ampang, Malaysia', 2nd International Conference on Humanities, 
Historical and Social Sciences (IPEDR 2011), vol. 17, pp. 138-42. 
 
Salleh, HM & Ramli, N 2012, 'Do we need halal certification, research and training?', Halal Pages, 
vol. 1, p. 102. 
 
Samori, Z & Rahman, FA 2013a, 'Towards the formation of Shariah compliant hotel in Malaysia: an 
exploratory study on its opportunities and challenges', The 2013 WEI International Academic 
Conference Proceedings, date of conference, The West East Institute, Istanbul, Turkey. 
 
Samori, Z & Rahman, FA 2013b, 'Establishing Shariah compliant hotels in Malaysia: identifying 
opportunities, exploring challenges', West East Journal of Social Sciences, vol. 2, pp. 95-108. 
 
Samori, Z & Sabtu, N 2014, 'Developing halal standard for Malaysian hotel industry: an exploratory 
study', Procedia - Social and Behavioral Sciences, vol. 12, pp. 144-57. 
 
Samori, Z, Salleh, NZM & Khalid, MM 2016, 'Current trends on halal tourism: cases on selected 
Asian countries', Tourism Management Perspectives, vol. 19, pp. 131-6. 
 
Sanad, HS, Kassem, AM & Scott, N 2010, 'Tourism in the Muslim world (Chapter 2 Tourism and 
Islamic  law)', Bridging tourism theory and practice, vol. 2, pp. 17-30. 
 
Sangpikul, A & Kim, SS 2009, 'An overview and identification of barriers affecting the meeting and 
convention industry in Thailand', Journal of Convention & Event Tourism, vol. 10, no. 3, pp. 185-210. 
 
Sarkar, D 2014, 'Religious minority, education and separatism in South Thailand', paper presented to 
The 12th International Conference on Thai Studies, University of Sydney, Sydney. 
 
Sarntisart, S 2016, 'Is Thailand's deep south being left behind?', IJER Serials Publications, vol. 13, no. 
2, pp. 491-507. 
 
Sateemae, S, Abdel-Monem, T & Sateemae, M 2015, 'Religiosity and social problems among Muslim 
adolescents in Southern Thailand', Journal of Muslim Mental Health, vol. 9, no. 2. 
	 223	
Saunders, M, Lewis, P & Thornhill, A 2012, Research methods for business students, Pearson 
Education Limited, Essex, England. 
 
Schwartz, SH 2006, 'A theory of cultural value orientations: explication and applications', 
International Studies in Sociology and Social Anthropology, vol. 104, no. 33. 
 
Shah-Kazemi, R 2010, Common ground between Islam and Buddhism, Fons Vitae, Louisville, 
Kentucky. 
 
Shakona, M, Backman, K, Backman, S, Norman, W, Luo, Y & Duffy, L 2015, 'Understanding the 
traveling behavior of Muslims in the United States', International Journal of Culture, Tourism and 
Hospitality Research, vol. 9, no. 1, pp. 22-35. 
 
Shepard, W 2009, Introducing Islam, Routledge, USA. 
 
Sox, CB, Benjamin, S, Carpenter, J & Strick, S 2013, 'An exploratory study of meeting planners and 
conference attendees' perceptions of sustainable issues in convention centers', Journal of Convention 
& Event Tourism, vol. 14, no. 2, pp. 144-61. 
 
Sriprasert, P, Chainin, O & Rahman, HA 2014, 'Understanding behavior and needs of halal tourism in 
Andaman Gulf of Thailand: a case of Asian Muslim', Journal of Advanced Management Science, vol. 
2, no. 3, pp. 216-9. 
 
Stephenson, ML 2014, 'Deciphering 'Islamic hospitality': developments, challenges and opportunities', 
Tourism Management, vol. 40, pp. 155-64. 
 
Stephenson, ML, Russell, KA & Edgar, D 2010, 'Islamic hospitality in the UAE: indigenization of 
products and human capital', Journal of Islamic Marketing, vol. 1, no. 1, pp. 9-24. 
 
Suedekum, J, Wolf, K & Blien, U 2014, 'Cultural diversity and local labour markets', Regional 
Studies, vol. 48, no. 1, pp. 173-91. 
 
Sugunnasil, W 2005, Dynamic diversity in Southern Thailand, Silkworm Press, Chiang Mai, Thailand. 
 
Suksod-Barger, RP 2014, Religious influences in Thai female education (1889–1931), James Clarke & 
Co, United Kingdom. 
 
Sulaiman, M, Sabian, NAA & Othman, AK 2014, 'The understanding of Islamic management 
practices among Muslim managers in Malaysia', Asian Social Science, vol. 10, no. 1, pp. 189-99. 
 
Suwanvijit, W 2015, 'Forecasting tourist arrivals in IMY-GT using Lee-carter method'. 
 
Syukri, I 2005, History of the Malay Kingdom of Patani [Sejarah Kerajaan Melayu Patani],  
translated by Conner Bailey and John N, Silkworm Books, Bangkok. 
 
Tang, H-WV 2014, 'Constructing a competence model for international professionals in the MICE 
industry: an analytic hierarchy process approach', Journal of Hospitality, Leisure, Sport & Tourism 
Education, vol. 15, pp. 34-49. 
 
Tama, HA & Voon, BH 2014, 'Components of customer emotional experience with halal food 
establishments', Social and Behavioral Sciences, vol. 121, pp. 272-80. 
 
Talib, HA & Ali, KAM 2009, 'An overview of Malaysian food industry: the opportunity and quality 
aspects', Pakistan Journal of Nutrition, vol. 8, no. 5, pp. 507-17. 
 
	 224	
Teng, PK, Jusoh, WJW, Siong, HK & Mesbahi, MM 2013, 'Awareness, recognition and intention: 
insights from a non-Muslim consumer survey regarding halal labeled food products in Malaysia', 3rd 
International Conference on Management (3rd ICM 2013) Proceeding, vol. 10-11 June 2013, Hydro 
Hotel, Penang, Malaysia. 
 
Temporal, P 2011, Islamic branding and marketing creating a global Islamic business, John Wiley & 
Sons  (Asia) Pte. Ltd., Singapore. 
 
Tisdell, CA 2017, 'Financial implications of seasonal variability in demand for tourism services', 
Journal of Management Information and Decision Sciences, vol. 20, no. Special Issue, pp. 1-12. 
 
Timothy, D & Iverson, T 2006, ‘Tourism and Islam: considerations of culture and duty’. In D. 
Timothy & T. Iverson (eds.), Tourism Religion and Spiritual Journeys, Routledge, London, pp. 186-
206. 
 
Tieman, M 2011, 'The application of halal in supply chain management: in-depth interviews', Journal 
of Islamic Marketing, vol. 2, no. 2, pp. 186-95. 
 
Tieman, M & Ghazali, MC 2014, 'Halal control activities and assurance activities in halal food 
logistics', Procedia - Social and Behavioral Sciences, vol. 121, pp. 44-57. 
 
Thailand Convention & Exhibition Bureau 2008a, 'An analysis on the future of MICE in Thailand', 
TCEB newsletter. 
 
Thailand Convention & Exhibition Bureau 2008b, 'Thai MICE industry rises prominently to number 
one spot in ASEAN record earnings Baht 65 billion brings Thailand closer to becoming Asia 's MICE 
hub', TCEB Newsletter, July-August 2008. 
 
Thailand Convention & Exhibition Bureau (TCEB) 2011, TCEB annual report 2011, Thailand 
Convention & Exhibition Bureau (TCEB), Bangkok, Thailand. 
 
Thailand Convention & Exhibition Bureau 2013a, Introduction to MICE industry (MICE 101), 
Thailand Convention & Exhibition Bureau (TCEB), Bangkok, Thailand. 
 
Thailand Convention & Exhibition Bureau 2013b, 'ASEAN Corner Chiang Mai as a world-class 
MICE destination: news in brief', MICE Journal, no. 1 (Jan-Feb 2013), Thailand  Convention & 
Exhibition Bureau (TCEB), Bangkok, Thailand. 
 
Thailand Convention & Exhibition Bureau 2013c, 'Asian century: the age of MICE ASIA', MICE 
Journal, no. 2. 
 
Thailand Convention & Exhibition Bureau 2014a, 'MICE - the bright future of ASEAN', MICE 
 Journal, no. 2. 
 
Thailand Convention & Exhibition Bureau 2014b, 'TCEB sees growth in the first quarter, launching 
Thailand's MICE rewards', MICE Journal, no. 1: Jan-Feb 2014. 
 
Thailand Convention & Exhibition Bureau 2014c, 'Thailand’s rich choices of convention destinations', 
MICE Journal. 
 
Thailand Convention & Exhibition Bureau 2014d, 2014 Thailand' s MICE industry report: the 
gateway to ASEAN's MICE, Thailand Convention & Exhibition Bureau, Bangkok, Thailand. 
 
Thailand Convention & Exhibition Bureau 2015, Thailand's MICE industry report 2015, Thailand 
Convention & Exhibition Bureau, Bangkok, Thailand. 
	 225	
Thailand Convention & Exhibition Bureau 2016, Thailand's MICE industry report 2016, Thailand 
Convention & Exhibition Bureau, Bangkok, Thailand. 
 
Thailand Convention & Exhibition Bureau 2017, 'TCEB announces strategic plan to promote MICE 
2020: aiming to enhance the MICE market standard to premium level', MICE Journal, no. 6. 
 
Thailand Convention & Exhibition Bureau 2018, 'TCEB annual report 2017', Thailand Convention & 
Exhibition Bureau (TCEB), Bangkok, Thailand. 
 
Thammasat University Research Consultancy (TU-RAC) 2016, MICE Thailand report, Thammasat 
University, Bangkok, Thailand. 
 
The Halal Science Center, Chulalongkorn University 2007, 'Halal insight', Halal Insight, vol. 
November - December, no. 02. 
 
The Halal Science Center, Chulalongkorn University 2008, 'Halal insight', Halal Insight, vol. April - 
June, no. 04. 
 
The Halal Science Center, Chulalongkorn University 2011, 'World of halal science, industry and 
business international conference 2011’, WHASIB 2011 and Indonesia - Malaysia - Thailand Growth 
Triangle Halal products expo 2011; IMT-GT HAPEX 2011, Prince of Songkla University, Songkhla, 
Thailand. 
 
The Halal Science Center, Chulalongkorn University 2013, One century of Halal Science Center: the 
first one in the world, Halal Science Center, Chulalongkorn University, Bangkok, Thailand. 
 
The Halal Science Center, Chulalongkorn University 2014a, Halal food in Thailand, viewed 24 March 
2014. 
 
The Halal Science Center, Chulalongkorn University 2014b, Halal restaurants and Islamic 
restaurants in Thailand index, Thana Press Publisher, Bangkok, Thailand. 
 
Tonnesson, S & Bjarnegard, E 2015, 'Why so much conflict in Thailand?', Thammasat Review, vol. 
18, no. 1, pp. 132-61. 
 
United States Department of State 2011, International religious freedom report for 2011, United 
States Department of State, Bureau of Democracy, Human Rights and Labor, USA. 
 
Ushama, T 2014, 'Is Islam a religion of moderation or extremism? A study of key Islamic teachings', 
Asian Social Science, vol. 10, no. 8, pp. 184-97. 
 
Vickers, L 2008, Religious freedom, religious discrimination and the workplace, Hart Publishing, 
United States of America. 
 
Vetprasit, W & Vetprasit, P 2012, Survey and development of small and micro halal community 
enterprise database in Songkhla province, Prince of Songkla University, Prince of Songkla University, 
Hat Yai, Songkhla. 
 
Wallace, V 2007, 'The global exhibition venue industry: is there an over-supply in space?', paper 
presented to 5th International CEO Forum, Barcelona, Spain. 
 
Walberg, E 2013, From postmodernism to post secularism: re-emerging Islamic civilization, Clarity 
Press, Inc., USA. 
 
 
	 226	
Walden, GR 2006, 'Focus group interviewing in the library literature: a selective annotated 
bibliography 1996-2005', Reference Services Review, vol. 34, no. 2. 
 
Walliman, N 2006, Social research methods, SAGE Publications, Ltd., London. 
 
Walter, M 2013, Social research methods, 3rd edn, Oxford University Press, Australia. 
 
Weber, XJaK 2013, 'Developing and testing a model of exhibition brand preference: The exhibitors' 
perspective', Tourism Management, vol. 38, pp. 94-104. 
 
Whitfield, J, Dioko, LDAN, Webber, D & Zhang, L 2014, 'Attracting convention and exhibition 
attendance to complex MICE venues: emerging data from Macao', International Journal of Tourism 
Research, vol. 16, no. 2, pp. 169-79. 
 
Wibowo, MW & Ahmad, FS 2016, 'Non-Muslim consumers' halal food product acceptance model', 
Procedia Economic and Finance, vol. 37, pp. 276-83. 
 
Williams, V 2005, 'Working with Muslims in counselling-identifying sensitive issues and conflicting 
philosophy', International Journal for the Advancement of Counselling, vol. 27, no. 1. 
 
Writer, S 2011, 'First Shari'ah-compliant resort to open in Maldives', Cengage Learning, Inc. 
 
Wungaeo, CB 2014, 'Globalization and politics of identity in Southern Thailand, Betong district', 
Philippine Political Science Journal, vol. 35, no. 1, pp. 37-58. 
 
World Travel and Tourism Council (WTTC) 2007, The 2007 travel and tourism economic, World 
Travel and Tourism Council (WTTC), viewed 8 February 2014, <www.wttc.org>. 
 
World Tourism Organization 2012a, Tourism Highlights: Long term trends, viewed 17 June 2017, 
<http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/docpdf/unwtohighlights12enlr_1.pdf.> 
 
World Tourism Organization 2012b, MICE industry: an Asia-Pacific perspectives, World Tourism 
Organization, Madrid, Spain. 
 
Yeo, BL, Hj, R, Mohamed, N & Mohd, R 2018, 'The significance of religious value and commitment 
on customers’ satisfaction and retention for halal cosmetics products in the Malaysian market', 
International Journal of Innovation and Business Strategy (IJIBS), vol. 9, no. 1, pp. 34-40. 
 
Yusuf, I 2010, 'Islam and Buddhism relations from Balkh to Bangkok and Tokyo', The Muslim World, 
vol. 100, pp. 177-86. 
 
Yusuf, I 2012, Islam and knowledge Al Faruqi's concept of religion in Islamic thought essays in honor 
of Isma'il Al Faruqi, I.B. Tauris & Co Ltd., USA. 
 
Yusof, SM & Shutto, N 2014, 'The development of halal food market in Japan: an exploratory study', 
Procedia - Social and Behavioral Sciences, vol. 121, pp. 253-61. 
 
Yusof, MFM & Muhammad, MZ 2012, 'Introducing Shariah compliant hotels as a new tourism 
product: the case of Malaysia', Entrepreneurship Vision 2020: Innovation, Development 
Sustainability, and Economic Growth, pp. 1142-6. 
 
Zailani, S, Omar, A & Kopong, S 2011, 'An exploratory study on the factors influencing the non-
compliance to Halal among hoteliers in Malaysia', International Business Management, vol. 5, no. 1, 
pp. 1-12. 
 
	 227	
Zamani-Farahani, H & Henderson, JC 2010, 'Islamic tourism and managing tourism development in 
Islamic  societies: the cases of Iran and Saudi Arabia', International Journal of Tourism Research, vol. 
12, no. 1, pp. 79-89. 
 
Zamani-Farahani, H & Musa, G 2012, 'The relationship between Islamic religiosity and residents' 
perceptions of socio-cultural impacts of tourism in Iran: case studies of Sare'in and Masooleh', 
Tourism Management, vol. 33, no. 4, pp. 802-14. 
 
Zhang, Q & Li, K 2017, 'On representation studies of Islam and the Muslims in West media and 
factors behind misrepresentation', Journal of Education and Culture Studies, vol. 1, no. 1, pp. 69-92. 
 
Zulfakar, MH, Anuar, MM & Talib, MSA 2014, 'Conceptual framework on halal food supply chain 
integrity enhancement', Procedia - Social and Behavioral Sciences, vol. 121, pp. 58-67. 
 
Zulkharnian, A & Jamal, SA 2012, 'Muslim guest perception of value towards Syariah concept hotel', 
Current issues in Hospitality and Tourism Research and Innovations, pp. 337-40. 
 
	 228	
Appendix 1 
 
 
 
 
                                                                                                                             
 
 
 
Participant Information Sheet (General) (For MICE employees) 
 
 
Project Title: An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the 
MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry in Southern Thailand 
 
Project Summary: This research aim is to examine the influence of Islam on hospitality and customer service 
standards in the MICE industry in Southern Thailand. The significant implications of this study are to identify 
Islamic needs in the MICE industry, to identify what the MICE industry representatives understand about 
Muslim clientele and their needs, and to analyse the services that comply with Islamic practices in the MICE 
industry. Finally, as a result of the research I hope to be able to provide recommendations to the MICE 
industry about how they respond to the needs of Muslim clientele. 
 
You are invited to participate in a research study being conducted by Songsin Teerakunpisut, PhD candidate, 
School of Social Sciences and Psychology, University of Western Sydney. This research is under the 
supervision of Dr. Julie Jie Wen and Dr. Amie Matthews, lecturers in the School of Social Sciences and 
Psychology, University of Western Sydney. 
 
How is the study being paid for? 
The study will be funded by the School of Social Sciences and Psychology, University of Western Sydney. 
 
What will I be asked to do? 
To reflect your beliefs and attitudes to services that relate to principles embedded in the Quran, the participants 
will be interviewed by using researcher-administered interviews. 
 
The first part of the interviews will ask about demographic and socio-economic background. The second part 
of the interviews will be open-ended questions on your religious beliefs and practices. Thirdly, the interviews 
will question your knowledge of Islamic principles in the MICE industry. Fourthly, these interviews will cover 
the servicing of employees reflected in the MICE industry to Muslim clientele. The last section will be open-
ended questions on the overall general acceptance on Islamic-oriented services in the MICE industry. 
 
How much of my time will I need to give? 
The interview should take no more than 30–40 minutes. 
 
What specific benefits will I receive for participating? 
There is no direct benefit to participants in the study. Participation is voluntary and without reward. 
Nevertheless, involvement in this study will offer participants the opportunity to voice their opinions about 
Islamic-oriented services in the MICE industry in Southern Thailand.  
 
Will the study involve any discomfort for me? If so, what will you do to rectify it? 
No 
 
How do you intend to publish the results? 
The results of this study will be published in the researcher’s PhD thesis and may also be used in conference 
papers and academic publications. However, all participants will be given a pseudonym and you will not be 
identified in any of these publications. 
School	of	Social	Sciences	and	Psychology	University	of	Western	Sydney	Locked	Bag	1797	Penrith	NSW	2751	Australia	Telephone:	(02)	4736	0196	Email:	ssap@uws.edu.au		
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Can I withdraw from the study? 
Participation is entirely voluntary and you are not obliged to be involved. If you do participate, you can 
withdraw at any time without giving a reason. If you do choose to withdraw, any information that you have 
supplied will not be used in the data analysis unless you give permission for its inclusion. 
 
Can I tell other people about the study? 
Yes, you can tell other people about the study by providing them with the chief investigator's contact details. 
They can contact the chief investigator to discuss their participation in the research project and obtain an 
information sheet. 
 
Data storage  
There are a number of government initiatives in place to centrally store research data and to make it available 
for further research. For more information, see http://www.ands.org.au/ and 
http://www.rdsi.uq.edu.au/about. Regardless of whether the information you supply or about you are stored 
centrally or not, it will be stored securely and it will be de-identified before it is made to available to any other 
researcher. 
 
What if I require further information? 
Please contact Songsin Teerakunpisut should you wish to discuss the research further before deciding whether 
or not to participate: 
 
Songsin Teerakunpisut 
PhD candidate 
School of Social Sciences and Psychology, University of Western Sydney 
Mobile: +61 042 641 5475/ +66 96 849 8834 
Email: s.teerakunpisut@uws.edu.au 
 
For further questions, please contact Dr. Julie Jie Wen, primary supervisor and lecturer 
School of Social Sciences and Psychology, University of Western Sydney 
Tel:  +61 2 4736 0041 (internal 2041) Fax: +61 2 4736 0150 
Email: j.wen@uws.edu.au 
 
What if I have a complaint? 
This study has been approved by the University of Western Sydney Human Research Ethics Committee. The 
approval number is H10978. 
 
If you have any complaints or reservations about the ethical conduct of this research, you may contact the 
Ethics Committee through the Office of Research Services on Tel +61 2 4736 0229 Fax +61 2 4736 0013 or 
email: humanethics@uws.edu.au. 
 
Any issues you raise will be treated in confidence and investigated fully, and you will be informed of the 
outcome. 
 
If you agree to participate in this study, you may be asked to sign the Participant Consent Form. 
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Participant Information Sheet (General) (For MICE clientele) 
 
 
Project Title: An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the 
MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry in Southern Thailand 
 
Project Summary: This research aim is to examine the influence of Islam on hospitality and customer service 
standards in the MICE industry in Southern Thailand. The significant implications of this study are to identify 
Islamic needs in the MICE industry, to identify what the MICE industry representatives understand about 
Muslim clientele and their needs, and to analyse the services that comply with Islamic practices in the MICE 
industry. Finally, as a result of the research I hope to be able to provide recommendations to the MICE 
industry about how they respond to the needs of Muslim clientele. 
 
You are invited to participate in a research study being conducted by Songsin Teerakunpisut, PhD candidate, 
School of Social Sciences and Psychology, University of Western Sydney. This research is under the 
supervision of Dr. Julie Jie Wen and Dr. Amie Matthews, lecturers in the School of Social Sciences and 
Psychology, University of Western Sydney. 
 
How is the study being paid for? 
The study will be funded by School of Social Sciences and Psychology, University of Western Sydney. 
 
What will I be asked to do? 
To reflect your beliefs and attitudes to services that relate to principles embedded in the Quran, the participants 
will be interviewed by using researcher-administered interviews. 
 
Firstly, you will be asked about demographic and socio-economic background. Secondly, the interviews will 
be open-ended questions on your religious beliefs and practices. Thirdly, the interviews will also be open-
ended questions upon how well Islamic special needs are reflected in the MICE industry. Finally, the 
interviews will inquire about satisfying the Muslim clientele in terms of Islamic-oriented service practices in 
the MICE industry. 
 
How much of my time will I need to give? 
The interview should take no more than 30–40 minutes. 
 
What specific benefits will I receive for participating? 
There is no direct benefit to participants in the study. Participation is voluntary and without reward. 
Nevertheless, involvement in this study will offer participants the opportunity to voice their opinions about 
Islamic-oriented services in the MICE industry in Southern Thailand.  
 
Will the study involve any discomfort for me? If so, what will you do to rectify it? 
No 
 
How do you intend to publish the results? 
The results of this study will be published in the researcher’s PhD thesis and may also be used in conference 
papers and academic publications. However, all participants will be given a pseudonym and you will not be 
identified in any of these publications. 
School	of	Social	Sciences	and	Psychology	University	of	Western	Sydney	Locked	Bag	1797	Penrith	NSW	2751	Australia	Telephone:	(02)	4736	0196	Email:	ssap@uws.edu.au		
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Can I withdraw from the study? 
Participation is entirely voluntary and you are not obliged to be involved. If you do participate, you can 
withdraw at any time without giving a reason. If you do choose to withdraw, any information that you have 
supplied will not be used in the data analysis unless you give permission for its inclusion. 
 
Can I tell other people about the study? 
Yes, you can tell other people about the study by providing them with the chief investigator's contact details. 
They can contact the chief investigator to discuss their participation in the research project and obtain an 
information sheet. 
 
Data storage  
There are a number of government initiatives in place to centrally store research data and to make it available 
for further research. For more information, see http://www.ands.org.au/ and 
http://www.rdsi.uq.edu.au/about. Regardless of whether the information you supply or about you are stored 
centrally or not, it will be stored securely and it will be de-identified before it is made to available to any other 
researcher. 
 
What if I require further information? 
Please contact Songsin Teerakunpisut should you wish to discuss the research further before deciding whether 
or not to participate: 
 
Songsin Teerakunpisut 
PhD candidate 
School of Social Sciences and Psychology, University of Western Sydney 
Mobile: +61 042 641 5475/ +66 96 849 8834 
Email: s.teerakunpisut@uws.edu.au 
 
For further questions, please contact Dr. Julie Jie Wen, primary supervisor and lecturer 
School of Social Sciences and Psychology, University of Western Sydney 
Tel:  +61 2 4736 0041 (internal 2041) Fax: +61 2 4736 0150 
Email: j.wen@uws.edu.au 
 
What if I have a complaint? 
This study has been approved by the University of Western Sydney Human Research Ethics Committee. The 
approval number is H10978. 
 
If you have any complaints or reservations about the ethical conduct of this research, you may contact the 
Ethics Committee through the Office of Research Services on Tel +61 2 4736 0229 Fax +61 2 4736 0013 or 
email: humanethics@uws.edu.au. 
 
Any issues you raise will be treated in confidence and investigated fully, and you will be informed of the 
outcome. 
 
If you agree to participate in this study, you may be asked to sign the Participant Consent Form. 
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Human Research Ethics Committee                                                             
Office of Research Services   
 
Participant Consent Form (For MICE employees) 
 
This is a project specific consent form. It restricts the use of the data collected to the named project by the 
named investigators. 
 
Project Title: An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the 
MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry in Southern Thailand 
 
I, ______________________________________________ consent to participate in the research project titled 
‘An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the MICE 
Industry in Southern Thailand’ being conducted by Songsin Teerakunpisut, PhD candidate from the University 
of Western Sydney, Australia, as part of his PhD (Tourism). 
 
I acknowledge that this research aim is to examine the influence of Islam on hospitality and customer service 
standards in the MICE Industry in Southern Thailand. 
 
I have read the participant information sheet [or where appropriate, ‘have had read to me’] and have been 
given the opportunity to discuss the information and my involvement in the project with the researcher/s. 
 
The procedures required for the project and the time involved have been explained to me, and any questions I 
have about the project have been answered to my satisfaction. 
 
I consent to be interviewed for 30–40 minutes. I understand that this interview includes open and closed-ended 
questions which the interviewer may record in writing, that the interview will be audiotaped, and that I may 
ask for the taping to be stopped at any stage. 
 
I understand that my involvement is confidential and that the information gained during the study may be 
published but no information about me will be used in any way that reveals my identity. 
 
I understand that I can withdraw from the study at any time, without affecting my relationship with the 
researcher now or in the future. 
 
 
Signed: 
Name: 
Date: 
Return Address: HDR Office, School of Social Sciences and Psychology, Locked bag 1797, Penrith, NSW 2751 
Australia 
 
This study has been approved by the University of Western Sydney Human Research Ethics Committee. The 
approval number is: H10978. 
 
If you have any complaints or reservations about the ethical conduct of this research, you may contact the 
Ethics Committee through the Office of Research Services on Tel +61 2 4736 0229 Fax +61 2 4736 0013 or 
email: humanethics@uws.edu.au.  
 
Any issues you raise will be treated in confidence and investigated fully, and you will be informed of the 
outcome. 
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Appendix 4 
 
Human Research Ethics Committee                                                             
Office of Research Services   
 
Participant Consent Form (For MICE clientele) 
 
This is a project specific consent form. It restricts the use of the data collected to the named project by the named 
investigators. 
 
Project Title: An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the 
MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry in Southern Thailand 
 
I, ______________________________________________ consent to participate in the research project titled 
‘An Examination of the Influence of Islam on Hospitality and Customer Service Standards in the MICE Industry 
in Southern Thailand’ being conducted by Songsin Teerakunpisut, PhD candidate from the University of 
Western Sydney, Australia, as part of his PhD (Tourism). 
 
I acknowledge that this research aim is to examine the influence of Islam on hospitality and customer service 
standards in the MICE Industry in Southern Thailand. 
 
I have read the participant information sheet [or where appropriate, ‘have had read to me’] and have been given 
the opportunity to discuss the information and my involvement in the project with the researcher/s. 
 
The procedures required for the project and the time involved have been explained to me, and any questions I 
have about the project have been answered to my satisfaction. 
 
I consent to be interviewed for 30–40 minutes. I understand that this interview includes open and closed-ended 
questions which the interviewer may record in writing, that the interview will be audiotaped, and that I may ask 
for the taping to be stopped at any stage. 
 
I understand that my involvement is confidential and that the information gained during the study may be 
published but no information about me will be used in any way that reveals my identity. 
 
I understand that I can withdraw from the study at any time, without affecting my relationship with the 
researcher now or in the future. 
 
 
Signed: 
Name: 
Date: 
Return Address: HDR Office, School of Social Sciences and Psychology, Locked bag 1797, Penrith, NSW 2751 
Australia 
 
This study has been approved by the University of Western Sydney Human Research Ethics Committee. The 
approval number is: H10978. 
 
If you have any complaints or reservations about the ethical conduct of this research, you may contact the Ethics 
Committee through the Office of Research Services on Tel +61 2 4736 0229 Fax +61 2 4736 0013 or email: 
humanethics@uws.edu.au.  
 
Any issues you raise will be treated in confidence and investigated fully, and you will be informed of the 
outcome. 
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Appendix 5 
 
PERMISSION LETTER TO VENUES 
     March 26, 2015 
 
The Managing Director  
___________________ 
 
Dear Sir/Madam 
 
PERMISSION TO STUDY MUSLIM CLIENTELE AND STAFF IN YOUR VENUE FOR A PhD THESIS 
 
My name is Songsin Teerakunpisut, PhD candidate from the University of Western Sydney (UWS), Australia. 
This research title is ‘An Examination of the Influence of Islam on Hospitality and Customer Service 
Standards in the MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry in Southern Thailand’.  
 
I am writing to seek your permission to use your venue as one of three research sites in Southern Thailand as 
part of my doctoral research at UWS. Your venue has been chosen for the study because it is one of the biggest 
MICE venues in the south of Thailand and it attracts large numbers of delegates. I am specifically requesting 
your permission to interview Muslim Thai customers and International Muslim clients who are in the process 
of registering for events, sitting in public areas of MICE venues, and waiting for seminars at the venues. I also 
wish to interview staff within your organisation who are involved in servicing attendees. I will post 
advertisements about the project (one for clients and one for staff) in the venue e.g. The staff advertisement 
might be placed in the staff room and the advertisement for clients might be in the lobby. Further, I will also 
distribute information sheets to potential participants in the venue. All participants will be instructed that 
participation is entirely voluntary and the interview will take approximately 30–40 minutes. The participants 
can then approach me if they wish to take part in this study and an appropriate interview time will be arranged. 
 
To clarify, I am interested in researching what impact Islamic principles are having on the MICE industry, how 
venues are responding and how clients feel their needs are being met. Finally, as a result of the research I hope 
to be able to provide recommendations to the MICE industry about how they respond to the needs of Muslim 
clientele. 
 
You are hereby assured of the confidential keeping of information obtained from your venue. This is an 
important requirement of the UWS’s Human Ethics Protocol governing research of this nature. Data obtained 
would be primarily for the purposes of the thesis. The venue will be de-identified in the thesis and any 
publications. 
 
For the successful completion of this study, I once again request permission to recruit interviewees on your 
premises, and if you are willing, to conduct interviews in your public areas (e.g. lobby, café, restaurant, etc). I 
look forward to your positive response and cooperation. 
 
Faithfully, 
 
 
Songsin Teerakunpisut (PhD candidate) 
Mobile: +61 042 641 5475/ +66 96 849 8834 
Email: s.teerakunpisut@uws.edu.au 
 
This study has been approved by the University of Western Sydney Human Research Ethics Committee. The 
approval number is: H10978. If you have any complaints or reservations about the ethical conduct of this 
research, you may contact the Ethics Committee through the Office of Research Services on Tel +61 2 4736 
0229 Fax +61 2 4736 0013 or email: humanethics@uws.edu.au. Any issues you raise will be treated in 
confidence and investigated fully, and you will be informed of the outcome. 
 
For further questions, please contact Dr. Julie Jie Wen, primary supervisor and lecturer, School of Social 
Sciences and Psychology, University of Western Sydney. Tel:  +61 2 4736 0041 (internal 2041) Fax: +61 2 
4736 0150 or Email: j.wen@uws.edu.au 
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Appendix 5 
 
Questionnaire (For MICE employees) 
An Examination of the Influence of Islam on Hospitality and Customer Service 
Standards in the MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry 
in Southern Thailand 
 
Part 1 Demographic and socio-economic background 
Please provide the information and check P the appropriate box £  
1.1 Gender 
 £ Male  £ Female 
1.2 Age 
 £ 18–25  £ 26–30  £ 31–35  £ 36–40 
 £ 41–45  £ 46–50  £ >50 
1.3 Nationality 
 £ Malaysian  £ Indonesian   
 £ Thai  £ Other……….….….… 
1.4 Religion 
 £ Islam   £ Buddhism   £ Christianity 
 £ Other……………………………………………… 
1.5 Highest level of education attained 
 £ Senior high school  £ Diploma 
 £ Bachelor   £ Masters 
 £ Doctorate   £ Other…………..…… 
1.6 Your position 
 £ Administration (including secretaries) £ Sales and Marketing 
 £ PR/Communication   £ Events coordinator 
 £ Organizer/Meeting planner  £ Travel planner 
 £ Accounting/Finance   £ Other…………..…… 
1.7 Year with the present organization 
 £ < 1 year  £ 1–5 years  £ 6–10 years 
 £ More than 10 years 
No. ……… 
Venue ………………. 
Province ……………. 
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Part 2 Open-ended questions about your religious beliefs and practices 
2.1 How important is religion to you? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.2 In what ways does religion influence your work and life? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.3 What do you know about Islam? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.4 Do you know what Shari’a refers to?   
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.5 Do you know what halal refers to? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.6 Do these aspects of Islam influence your work and life?  If so, how? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
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2.7 Does your venue prescribe to these principles? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.8 Do you have to follow these principles at work? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.9 Do you find it difficult to obey these principles when working in the industry?  
Why/why not? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
Part 3 Employees’ knowledge of Islamic principles in the MICE industry 
3.1 What service provision do you think is required in order to meet the special needs 
of Muslim clients? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.2 How do you rate your level of overall knowledge of services that comply with 
Shari’a principles? 
£ Very knowledgeable 
£ Knowledgeable 
£ Understand partially 
£ Limited knowledge 
£ No knowledge at all 
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Please check P the choice that you agree with the most 
Questions: For venues to comply with Islamic principles… True Untrue Not sure 
3.3 There should be a segregation of sexes with separate cafes 
and restaurants. 
   
3.4 Toilets should not be placed to face the direction of Mecca.    
3.5 Art in the venue should depict the human form.    
3.6 The venue owner must contribute a proportion of revenue to 
zakat (charitable acts). 
   
3.7 The prayer room is considered as one of the most crucial 
facilities for Muslims. 
   
3.8 It is not necessary for providing religious information such 
as the location of nearby mosques or prayer times and nearby 
halal restaurants. 
   
3.9 The consumption of alcohol and gambling should not be 
banned in the premises. 
   
3.10 Pork should not be served in any of the food or beverage 
outlets at the venue. 
   
3.11 The venue should educate their staff on cross-cultural 
communication to allow them to treat Muslim tourists with 
respect and consider recruiting religious staff. 
   
3.12 Halal concept does not only cover food but it can also be 
applied to manufacture, processing and distribution of products, 
medicine, cosmetics and personal care products, clothes and 
services. 
   
3.13 Male staff should entertain single men and female staff 
should entertain women and families. 
   
3.14 Most staff should be Muslim.    
 
 
	 239	
Part 4 Servicing of employees reflection in the MICE industry 
Please check P the choice that you agree with the most 
(5) Excellent, (4) Good, (3) Fair, (2) Not good, and (1) Poor 
Questions 
Satisfaction level 
N/A 
(5) (4) (3) (2) (1) 
4.1 Staff have sufficient expertise in / provide good customer 
service. 
      
4.2 Staff have sufficient knowledge of Islamic principles.       
4.3 Staff provide services which are in accord with the high 
standard of Islamic principles 
      
4.4 Staff service all Muslim customers thoroughly.       
4.5 Staff service Muslim clientele with accuracy and quality.       
4.6 Staff are ready to serve and respond to Muslim customers’ 
requests promptly. 
      
4.7 Staff serve Muslim customers quickly and using 
uncomplicated procedures. 
      
4.8 Staff welcome and assist Muslim customers throughout the 
venue. 
      
4.9 Staff are always cheerful and friendly.       
4.10 Staff are always polite and soft-spoken.       
4.11 Staff are always willing to serve.       
4.12 Staff serve customers equally without discrimination.       
4.13 Staff provide adequate information that enables them to 
make decisions related to the use of Islamic-oriented services. 
      
4.14 Staff can explain or give advice to customers as needed.       
4.15 Staff can advise customers using an easy-to-understand way.       
4.16 How well is your overall ability of services following 
Islamic prescriptions reflected in the MICE industry? 
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Part 5 Open-ended questions on the overall general acceptance on Islamic-
oriented services in the MICE industry 
5.1 Who are the big clientele in the MICE industry?  
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.2 How important do you think Muslim clientele are to the MICE industry? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.3 How many Muslim clientele would you typically work with? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.4 Have Muslim customers asked you whether the foods that you provide are halal or 
not? If yes, how do you respond?   
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.5 How many of your colleagues do you think are Muslim? Do you find working 
with Muslim colleagues different to working with non-Muslim colleagues? Why/why 
not? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
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5.6 How important do you think halal certification is to the MICE industry? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.7 Do you think this venue should adopt halal certification?  Why/why not?	
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.8 Do you think that Islamic hospitality services are an important aspect in the MICE 
industry? Why? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
5.9 In general, how important do you think services abiding by Islamic principles in the 
MICE industry are to both local people and foreign people? Why? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
 
Email: …………………….. 
 
Phone: ……………………. 
 
Address:……………………………………………………………………………… 
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Appendix 6 
 		
Questionnaire (For MICE clientele) 
An Examination of the Influence of Islam on Hospitality and Customer Service 
Standards in the MICE (Meetings, Incentives, Conventions, and Exhibitions) Industry 
in Southern Thailand 
 
Part 1 Demographic and socio-economic background 
1.1 Gender 
 £ Female   £ Male   
1.2 Age 
 £ 18–25  £ 26–30  £ 31–35  £ 36–40 
 £ 41–45  £ 46–50  £ >50 
1.3 Your current country of residence 
 £ Malaysia  £ Indonesia   
 £ Thailand  £ Other……….….….… 
1.4 Nationality 
 £ Malaysian  £ Indonesian   
 £ Thai  £ Other……….….….… 
1.5 Highest level of education attained 
 £ Senior high school  £ Diploma 
 £ Bachelor   £ Masters 
 £ Doctorate   £ Other…………..…… 
1.6 Your profession 
 £ Government sector employee   £ Private sector employee 
 £ Self-employed £ Agriculture  £ Homemaker    
 £ Student  £ Business owner  £ Other…………..…… 
 
No. ……… 
Venue ………………. 
Province ……………. 
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Part 2 Open-ended questions about your religious beliefs and practices 
2.1 How important is religion to you? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.2 In what ways does religion influence your everyday life? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.3 How would you explain Shari’a and halal? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.4 How do these aspects of Islam influence your everyday life? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
2.5 Do you find it difficult to obey these principles when travelling?  Why/why not? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
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Part 3 Open-ended questions about how well Islamic special needs are reflected 
in the MICE industry 
3.1 Have you been to this venue before? If so, when? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.2 How frequently do you attend this venue? When was the last time you were here?  
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.3 Do you think that staff at this venue have taken Islamic principles into account 
with the services they provide? If ‘Yes’, could you give me some examples of how 
the staff have taken Islamic prescriptions into account?  If ‘No’, what do you think 
staff could do better to cater to Islamic needs? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.4 Are there any barriers or difficulties that you have encountered as a client of the 
MICE industry in Southern Thailand? i.e. Have there been any services that you have 
not been able to avail yourself of because of your Islamic principles? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.5 Do you think staff at this venue should accommodate Shari’a principles in the 
services they offer? Why/why not? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
…………………………………………………………………………………….
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3.6 How have you responded when you have felt that the services you have 
experienced here have failed to meet Islamic principles?  How has this made you 
feel? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.7 Do you feel that staff are concerned about the quality of Islamic-oriented 
services? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.8 How do you feel if staff appear to be unconcerned about these issues? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.9 With regard to the questions above, what do you think are the main/essential 
criteria of good services in accordance to the Shari’a principles in the MICE industry? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.10 Do you feel that Islamic principles are better recognized at other venues you 
have visited?  If so, where were these venues and what did they do? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
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3.11 How important to you is it that you are served by Muslim staff? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.12 Did you choose this venue or was it chosen for you?  If you did choose it, how 
much research did you do before making your choice? Was your religion and cultural 
practices something you factored in when doing your research? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.13 How likely would you be to recommend this venue to someone else? How likely 
would you be to recommend this venue to another Muslim? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
3.14 Will you come to this venue as a repeat customer? Why/why not? 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
……………………………………………………………………………………. 
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Part 4 Customer satisfaction with services provided at this MICE venue 
Please check P the choice that you agree with the most 
(5) Strongly Agree, (4) Agree, (3) Neither Agree/Disagree, (2) Disagree,  
and (1) Strongly Disagree 
Questions 
Satisfaction level 
N/A 
(5) (4) (3) (2) (1) 
4.1 Staff have sufficient expertise in / provide good customer 
service. 
      
4.2 Staff have sufficient knowledge of Islamic principles.       
4.3 Staff provide services which are in accord with the high 
standard of Islamic principles 
      
4.4 Staff service all Muslim customers thoroughly.       
4.5 Staff service Muslim clientele with accuracy and quality.       
4.6 Staff are ready to serve and respond to Muslim customers’ 
requests promptly. 
      
4.7 Staff serve Muslim customers quickly and using 
uncomplicated procedures. 
      
4.8 Staff welcome and assist Muslim customers throughout the 
venue. 
      
4.9 Staff are always cheerful and friendly.       
4.10 Staff are always polite and soft-spoken.       
4.11 Staff are always willing to serve.       
4.12 Staff serve customers equally without discrimination.       
4.13 Staff provide adequate information that enables them to 
make decisions related to the use of Islamic-oriented services. 
      
4.14 Staff can explain or give advice to customers as needed.       
4.15 Staff can advise customers using an easy-to-understand way.       
4.16 How satisfied were you with your overall experience?       
 
Email: …………………….. 
 
Phone: ……………………. 
 
Address:……………………………………………………………………………… 
